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ABSTRACT
The purpose of this study was to determine whether a model existed that 
significantly increased the researcher’s ability to accurately explain whether or not a 
recruited student in the College o f Agriculture at LSU will enroll based upon the current 
recruitment strategies.
The target population for this study consisted of 1,130 prospective freshmen 
recruited to attend the College of Agriculture in the fall 1997. A comparison of 
students who resided on the College o f Agriculture’s 1997 prospective freshmen data 
base, with the university undergraduate data base gave an accessible population of 226 
students. The actual sample size was determined using Cochran's formula for 
categorical data to be 143. Since complete data on all the variables for the subjects in 
the accessible population was obtained, all 226 subjects were studied.
The instrument used in this study was a computerized recording form. Data were 
collected by copying the variables of interest from university undergraduate admissions 
and the College of Agriculture data bases.
Results showed that substantively and statistically significant models exist which 
enhanced the researcher’s ability to accurately explain enrollment status. The variable 
which had the highest correlations with enrollment was the dollar amount of 
scholarships awarded to the student. Discriminant analysis was used to determine 
models that explained the subject’s enrollment status. The lowest total percent correctly 
classified was on the most efficient model at 80.09%. The comprehensive model 
correctly classified 85.84% of the cases; the comprehensive recruitment model correctly
xi
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classified 83.19% of the cases. Variables which made significant contributions to the 
model included: the dollar amount awarded to the student, whether or not the student 
received a scholarship, whether or not the student came from within Louisiana, and 
whether or not the student received a departmental scholarship. Financial aid, 
geographic location, college mail, campus visitation programs and outreach programs 
were found to be essential recruitment activities.
The refinement of the model and the need to apply it at the departmental level 
was recommended. Rigorous research of this nature should be conducted to improve 
the science of enrollment management.
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CHAPTER 1 
INTRODUCTION 
Overview of College Enrollment Trends
The development o f college and university education in the U.S. has a long 
history. During the past 350 years, colleges and universities have grown to over 3,100 
baccalaureate-granting institutions, each with its own unique purpose, history, student 
body and faculty (Cemy, 1992, p. I). Prior to the mid - 1960's, student enrollment grew 
without much recruitment efforts from higher education institutions (Hossler, 1986; 
Sevier, 1989). The higher education industry witnessed increased student enrollment 
after World War II until 1980. This growth was due to the "baby boom” generation 
(Boyer, 1987).
For the period ranging from 1975 to 1985, demographers projected a steady 
decline in the number of traditional college age students. This decline led to the 
enrollment crisis of the 1980’s (Novak & Weiss, 1985). In response to this crisis, in 
December 1983, the College Board and Educational Testing Service conducted a study 
to better understand the enrollment practices of colleges across the country. College 
admissions officers’ responses showed that the enrollment problems were the same for 
public and private institutions. The most frequently mentioned problems were: too few 
students apply, too few accepted students enroll and too many students drop out 
(Novak & Weiss, 1985, p.2). The Western Commission for Higher Education reported 
close to 30 percent declines in public high school graduates between 1980 and 1990. 
For some regions of the United States such as the Northeast, the Western Interstate
1
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Commission on Higher Education in 1980 forecasted declines of up to 50 percent in the 
number of high school graduates by 1994. As a way o f managing this enrollment crisis 
and meeting the mission and goals o f Colleges in the United States today, nearly all 
colleges have established offices of admissions. These offices have the responsibility o f 
maintaining an optimal number of students. The staff working in these offices need 
modem recruitment techniques to attract students who meet the ‘fit’ of their individual 
college. Besides the recruitment techniques, the admissions professionals require 
valid and reliable data on student decision making processes (Hossler, 1994). This is a 
major challenge that all colleges must address if they are to survive in the 1990s and 
beyond.
The Role of Admissions Offices in Higher Education Today
The enrollment crisis of the 1980s led to the emergence of enrollment 
management practices in colleges and universities. The functions of enrollment were, 
however, mainly left to the admission offices. Hossler (1994) observes that the college 
and university admission offices began to take a more systematic and scientific 
approach to student recruitment in the 1990's. College admission offices today must 
rely on enrollment management to recruit and retain students. Hossler (1988) 
emphasizes that the admission offices should engage in the following important 
activities:
1. Conduct market research studies on the college choice process o f students.
2. Devise sophisticated marketing strategies.
3. Conduct sound evaluations of college activities.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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4. Operate computer hardware and software systems necessary to track and 
communicate with the students from an initial point of inquiry through to 
program evaluation (p.2).
For admission offices to be successful in their recruitment efforts today and in 
the future, they must use a growing knowledge base to guide their recruitment programs. 
There is need for the analysis of the huge student data bases maintained by university 
admissions offices and colleges.
The Competitive Marketplace
Many colleges and universities collect pounds o f data that show how the 
competition compares with their institution on such things as endowments, library 
holdings, faculty salaries, tuition and so forth (Brodigan & Dehne, 1997). While in 
most industries this kind of information can be helpful, competitor comparisons have 
become a fixation at many colleges (p. 17). University and college enrollment managers 
are constantly changing their tactics in order to respond to internal and external forces. 
The field of high school student recruitment is tricky, therefore, colleges are challenged 
to develop appropriate strategies to compensate for reduction of students in traditional 
academic programs (Miller & Eddy, i 983). Durkin (1985, p. 14) observes that 
competition has increased in the environment in which institutions operate. Today, 
institutions are highly visible in the advertising marketplace, not only in newspapers but 
also in magazines, through direct mail campaigns and even radio and television. A 
marketing orientation is now being used by colleges to recruit and retain students (Berry 
& Allen, 1977; Blackburn, 1980; Johnson, 1981; & Kotler, 1976). A marketing
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orientation holds that the main task of the institution is to determine the needs and wants 
of the target markets and satisfy them through design, communication, pricing and 
delivery of appropriate and competitively viable programs and services (Kotler & Fox, 
1985).
Colleges must consider needs and wants of their customers when designing the 
educational product (Stewart, 1991). Although the objectives of a business enterprise 
are different from those of the college (profits versus teaching and the advancement of 
knowledge) it is clear that colleges also face business oriented challenges. Like a hotel, 
the college needs to house its students; like a bank, it must marshal its cash assets for 
maximum returns and like a retail store; it must position itself in the student recruitment 
marketplace (Fram, 1996, p.2). Even the most reputable colleges have to market 
themselves in the highly competitive market of student recruitment.
Services Marketing
The language of marketing was introduced into higher education admissions no 
more than a decade ago, but colleges and universities have applied basic marketing 
techniques throughout their history to curricular planning and assessment (Ihlanfeldt, 
1980a). Marketing as applied to higher education is a concept that allows college 
decision makers to think systematically and sequentially about the mission of the 
organization, the services it offers, the markets it currently serves, and the extent to 
which these same markets and possibly new ones may demand its services in the future 
(Ihlanfeldt, 1980a, p. 13). Higher education deals with an intangible product that is more 
of a service than a commodity (Salee & Johnson, 1994). Admission officers therefore
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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need to be careful when they apply marketing concepts to education. There is always 
some difficulty when it comes to quantifying intangible services such as education. 
Marketing can, however, enable college management to determine whether its mission 
matches student interests. Knight (1981) suggests that marketing is consistent with 
many ideas in higher education when it is understood and applied appropriately.
In the I970's and 1980's when the reality of declining students could no longer be 
denied, more astute college administrators recognized that marketing meant more than 
selling. It involved strategic decisions in other areas as well and the shift toward 
adopting more “customer oriented” perspective began to surface in many institutions 
(Losher& Miller, 1983, p.9).
Kotler (1975, p.5) defines marketing as the analysis, planning, implementation, 
and control of carefully formulated programs designed to bring about voluntary 
exchange of values with target markets for the purpose of achieving organizational 
objectives. It relies heavily on designing the organization’s offering in terms of the 
target market’s needs and desires and on using effective pricing, communication and 
distribution to inform, motivate and service the markets. In higher education, Johnson 
(1979) observes that marketing tries to give first consideration to the student and 
societal needs. Losher and Miller (1983) note that one of the basic assumptions of an 
effective marketing program is that an institution is committed to the philosophy that 
colleges are in the people business and inflexible decision makers must yield to the 
needs of the consumers (the students) if they want to recruit them.
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Although marketing in higher education is mainly associated with promotion 
and recruitment, Johnson (1979), emphasizes that the scope o f an effective marketing 
program should be more comprehensive and must include research, planning, 
communication and evaluation. Cox (1980) and Lovelock and Rothschild (1980) argue 
that marketing should be looked at as a total institutional concept which integrates 
trustees, faculty, administration and staff efforts into a cohesive team approach. They 
note further that the level of consumer involvement is of great importance in services 
marketing. This explains why admission officers have to be cautious when marketing 
higher education.
College Choice Decision Making
Unlike business enterprises that process raw materials into final products, 
colleges are in the ‘people’ business. The mission of colleges is to admit ‘raw’ 
students and process them into final products in the form of graduates. The concern for 
having the optimal number of students is now more pronounced than it was in the 
1960’s and 1970's. Faced with competition and limited financial resources, colleges are 
using several recruitment tactics to attract students. But to attract the required number 
of students, efficient recruitment strategies must be employed. Every college must 
develop its own unique selling points. An understanding of student college choice 
decision making is therefore critical in designing of unique selling points. For instance, 
while designing recruitment strategies at the college level, it is important to understand 
what motivates students to choose a given college. On the lack of data about student
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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characteristics in many colleges, Brodigan and Dehne (1997) noted: “We find it strange 
how little most colleges know about the opinions, expectations, and satisfaction of 
current students.” (p. 18). They emphasize that at a minimum, a study of current 
students allows a college to obtain insights into the kinds of students the college might 
wish to target for admission as well as for reaching them.
The first and foremost important reason for attending college may be the belief 
that the college degree improves one’s economic opportunities. Thus, college is still 
seen as providing either a preparation for a job, a credential needed for a job or an 
accepted reputation of capability to hold a job. No college can survive if this 
need is not met while marketing its services (Garver, Otto, Miller & Rode, 1983, p.64). 
Rosiak (1986, p.40) suggests that particular strengths and advantages must be clear in 
the minds of college admission officers. Students and parents quickly spot an institution 
that tries to be all things to all people.
Students are inclined to select a less expensive institution unless they can see a 
clear advantage of paying more such as better job prospects or programs that can be 
tailored for their own special needs (Garver, Otto, Miller & Rode, 1983, p.67).
Although price is an important factor in determining the student’s decision to enroll 
in a given college, Sevier (1994) observes that once students define the type of 
institution they will attend, the other variables, reputation, program and location come 
into play. To believe that students choose an institution based solely on cost is 
oversimplifying a very complex and dynamic decision making process.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Factors that Influence College Choice
Several factors interact and eventually influence individual students to make a 
choice to enroll in a specific university, college or academic program. When it comes to 
the college choice decision making process, the individual student’s decision ranks first. 
Litten (1981) developed an empirical decision making process that was later refined by 
Hossler and Gallagher (1987). According to this model, college choice is influenced by 
individual factors and organizational factors. The individual student passes through 
three important stages: predisposition, search and choice. In the 'predisposition’ stage, 
the students decide whether or not they would like to continue their education beyond 
high school. While in the ‘search’ stage the students seek out colleges and universities 
that promise to meet their needs and wants. They look for certain attributes and 
formulate choices regarding which group of universities and colleges to apply. In the 
third stage, ‘choice’, the choice of a particular institution is made. The final choice to 
enroll in a certain specific university may be based on the perceived costs, the value the 
students hope to derive from the institution and the programs offered among many other 
factors (Sevier, 1996). Ihlanfeldt (1980b) shows that colleges are operating in a market 
where the supply is greater than the demand and this level of competition for consumer 
interests require critical analysis of current services offered by colleges. On the 
importance of individual students’ decision making process, it has been shown that 90% 
of all first-time college students attend institutions within 500 miles of their home and 
prefer to enroll in their first choice if it is near home (Ihlanfeldt, 1980b).
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Harris (1997) emphasizes that these demographic data are important contributions to the 
recruitment process and should be given priority in the analysis of data.
Besides personal factors, Sevier (1994) identifies other important factors that 
may have an influence on college choice decision making. These could be parents’ 
wishes, peer influence, teachers, high school counselors and college recruiters. As 
students grow up and mature from junior high school to senior high school, there are 
people they leam to respect and go by their opinions. These may be their parents, 
teachers or friends. It is no surprise therefore that these groups of people have impact 
on senior high school students’ college choice.
University Characteristics
The characteristics of a particular university make the university unique and 
appealing to various categories of students. Once students define the type of institution 
they will attend, the other variables such as reputation, program and location come into 
play (Sevier, 1994). The other university characteristics that have been found to 
influence students’ decision to enroll include the cost charged by the university, its 
location, major(s) offered, size of the institution and its religious affiliation (Sevier, 
1996). Martin (1996) identified thirteen important factors that influenced undergraduate 
students to enroll at the University of South Australia. Among the important 
factors were career-preparation, specific academic program, library resources, 
access to accommodation, and student support programs. While designing 
recruitment strategies, the admission offices must inform the prospective students of the 
unique characteristics associated with the university.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Recruitment Efforts
University Level Recruitment 
University admission offices need to be aware of the many variables that 
interact and finally influence students to enroll. For instance, Sevier (1994) argues 
that to believe students choose an institution based solely on cost is oversimplifying a 
very complex and dynamic decision making process. Thus, universities need to keep 
strong images and keep recruitment efforts as personal as possible. The university 
admission offices have to be innovative and come up with new recruitment techniques 
to influence students’ enrollment decisions.
Colleges and universities need to promote themselves as a way of coping 
with the stiff competition they face in student recruitment. In the 1990's, promotion 
activities have included college catalogs, direct mail, public relations, outreach 
programs, campus visits, home pages that most universities maintain, and 
Telecounseling. Promotion aims at portraying a good image or reputation of the 
university and therefore influence high schools students’ decision to enroll.
Psolka (1987, p.l) notes that for an increasing number of institutions, large and 
small, direct mail cements the strategies used to recruit the dwindling collegiate 
population. With regard to promotion as a recruitment strategy, Collinson 
(1987, p.8) observes that most colleges’ publications are examples of image 
advertising designed to attract students.
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College Level recruitment 
Given the various sources available to the students and their parents, the majority 
of today’s students understand how to research their college program and institutions 
offering i t  Most students who decide to enroll in agricultural programs will take time 
to research existing colleges. The students’ personal reasons are narrowed down from a 
university to colleges that offer the relevant program. This calls for efficient 
recruitment since many students already have clearly focused goals. For example, 
students just knowing that the LSU College of Agriculture offers programs in 
agriculture does not provide the college with a comparative advantage over the other 
agriculture colleges in the region. The college has to compete with eleven other 
colleges in the state offering programs in agriculture.
A study that focuses at college level recruitment efforts should be of great 
practical importance for college administrators. This will enable them to achieve 
greater effectiveness in student enrollment and influencing of the college decision 
making process of students (Paulsen, 1990, p.71). While a model exists that explains 
the recruitment strategies that influence students to enroll at Louisiana State University 
(Harris, 1997), such a model is lacking for specific colleges within the university. It 
would be reckless to assume that the factors that attract students to the entire university 
apply to all specific colleges within the university. Colleges must therefore supplement 
university recruitment efforts by devising their own recruitment strategies. There is an 
urgent need for micro-level studies that focus at the college level. Such studies have the 
ability to estimate the effects of student characteristics, college characteristics, and their
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interactions on the probability that a student will choose a particular college (Paulsen, 
1990). Specific colleges within the university need to establish factors determining 
student enrollment decisions in order to develop the most appropriate marketing mix of 
attractive institutional products, delivered in appropriate places, at acceptable prices and 
appropriately marketed to prospective and potential students. Individual colleges in 
addition need to establish recruitment models that can assist in explaining and 
predicting student enrollment status. To develop efficient recruitment strategies at the 
college level, research is essential.
Statement of the Problem 
Recruitment is an essential part of university admissions today. The senior high 
school students today have a high level of sophistication in their decision making 
process regarding college choice. Numerous factors influence the selection of a 
particular college/university by the students. All universities realize the importance of 
having sufficient enrollments hence recruitment forms a substantial part of the 
budgetary allocations of their admissions offices. Colleges within universities must also 
maintain enrollments. To maintain their enrollments, many colleges have initiated 
active recruitment programs that supplement university recruitment efforts.
Therefore, the primary purpose of this study was to determine the influence of 
university and college recruitment efforts on the enrollment of high school seniors as 
freshmen. The study sought to determine whether a model existed which significantly 
increased the researcher’s ability to explain whether a  student enrolled in the College of
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Agriculture at Louisiana State University based on recruitment strategies utilized by the 
university admissions offices and the College of Agriculture.
Objectives
In order to answer the research problem, the following objectives guided the
study:
1. To describe the May 1997 high school graduates who were recruited to attend 
Louisiana State University by the LSU admissions office and the College of 
Agriculture at LSU on selected personal and academic demographic 
characteristics including:
a) Gender
b) State of residence
c) Race
d) Type of school attended
e) Louisiana Parish of residence
f) College Entrance Examination Scores (ACT or SAT).
2. To describe the Fall 1997 prospective freshmen in the Louisiana State University 
College o f Agriculture based on the main recruitment strategies employed by 




c) Campus visitation programs





3. To identify the recruitment strategy that had the highest association with college 
of Agriculture enrollment status among students recruited for admission to the 
college.
4. To establish whether a model existed that significantly increased the researcher’s 
ability to accurately explain enrollment status among the freshmen recruited for 
admission in the College of Agriculture at Louisiana State University during the 
year of investigation, 1997-98 academic year.
5. To determine the most efficient recruitment model employed by the university 
admissions office and the College of Agriculture during the year of investigation, 
1997-98 academic year.
Significance of the Study
This study was designed to enhance the understanding of the factors that were 
employed by the Louisiana State University admissions offices and the College of 
Agriculture to influence senior high school students to enroll in the college. The 
findings generated from the study should aid college administrators and the university 
admissions office in the development of efficient recruitment strategies and hence 
enable them to attract students who fit the college’s mission.
The model to be generated should guide the college and other similar colleges in 
determining the optimal way of allocating the scarce financial resources to recruitment
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activities. The findings o f the study should complement the results of other existing 
studies. It was also hoped that other researchers would rely on the methodology 
employed in this study to investigate the issue of efficient recruitment strategies in 
similar colleges in the U.S. and other parts of the world. The literature reveals that most 
of the studies conducted in the area of student enrollment do not involve explanation 
models. A systematic research o f this nature should be a great contribution to the area 
of student enrollment at college level.
Definition of Terms
1. Recruitment strategies refer to specific activities used to recruit students by 
Louisiana State University admissions office and the College of Agriculture.
2. SAT scores -- The scores obtained by the student in the Scholastic Aptitude Tests.
3. ACT scores - - The scores obtained by the student in the American College 
Testing examination. In this study, the students SAT scores were converted to 
standardized ACT scores using the university admissions office’s conversion 
table.
4. Residency -- Term used to describe whether student lives in the state of Louisiana 
(resident) or outside the state (non-resident).
5. Type of High school — Term used to refer to high school students who attended 
public, private or parochial schools.
6. LSU — Louisiana State University
7. WWW — the World Wide Web where LSU and College of Agriculture have home 
pages and an e-mail section that a student can use to initiate communication.
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CHAPTER 2 
REVIEW OF RELATED LITERATURE
The review of literature was intended to provide the foundation for studying the 
phenomena of college enrollment and the predictors for successful high school student 
recruitment- The focus of this investigation included a historical perspective of higher 
education enrollment in the United States, current perspectives and future trends, the 
role of recruitment activities, the student as a rational and valuable consumer, the 
important role o f marketing research in higher education, factors determining the 
college choice decision making process, and selected college and university recruitment 
strategies. Past studies on enrollment modeling in institutions of higher education were 
examined. Based on the review of literature, the gap that this study intended to fill was 
identified. Also, examined was the strengths and weaknesses of the past studies.
Historical Perspective of the Higher Education Industry 
The development of higher education in the United States dates back to the 
founding o f Harvard College in 1636 (Cangemi & Kowalski, 1982). Chamberlin and 
Shilling (1967) observed that the roots and heritage of the early American college date 
back to the time of the ancient Greeks. Rudolph (1962) emphasizes the notion that the 
educated clergy and public had an important role on the development of higher 
education in the United States. The colonial colleges were founded on religious tenets 
that had complex relations between church and college (Cangemi & Kowalski, 1982, 
p. 11). The American Revolution had a profound impact upon the enrollments, finances, 
facilities, purposes and curriculum of traditional colleges.
16
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The phases of educational change in the liberal arts colleges during the 19th century are 
well documented by McGrath (1966) and cited in (Cangemi & Kowalski, 1982) as:
1. The irresistible influx of new knowledge, especially in the students that forced the 
tightly fused curriculum to come apart.
2. The transition of the United States into an industrial and commercial society 
generated a need for competing vocational programs and with them came 
additional pressures.
3. The increase of graduate education and research, (p. 12).
The passages of the Morril Acts of 1862 and 1890 were major stimuli in the 
development of higher education. The Acts provided for substantial land and grants for 
the founding of new public colleges and universities.
The Evolution of Admission Requirements
To understand the growth in enrollment of colleges and universities, it was
important to examine how admission requirements evolved in institutions of higher
learning. According to Brubacher and Rudy (1968), the earliest published entrance
requirements for Harvard college were stated in 1642 as follows:
When any scholar is able to read Tully or such like classical Latine Author 
exteimporare, and make a speake true Latine verse and prose Suo (at anint) 
marte, and define perfectly and paradigmes of Nounes and verbes in the 
Greeke toungue, then may Hee bee admitted into the college, nor shall any 
claim admission be more such qualifications (Cangemi & Kowalski, 1982, p. 14).
With the passage of years, institutions have set different criteria for recruiting students
and admitting them.
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As observed by Brookover (1965), one large State University described its practices as 
follows:
The admissions decision will be based on all available evidence - school 
ranks, test scores, principal - counselor recommendations, leadership 
qualities, citizenship records, caliber of high school programs, firmness of 
motivation, and appropriateness of proposed field of study in relation to the 
applicant’s apparent abilities (p. 15).
Ihlanfeldt (1980a) pointed out that three landmark legislative efforts contributed 
to the rapid growth in enrollment of higher education institutions in the 1950's and 
1960's. The GI bill of 1944 created educational opportunities for millions of 
Americans through the concept of educational entitlement. This is the cornerstone of 
the present Basic Educational Opportunity Grant Program. The National Science 
Foundation Act of 1950 created the National Science Foundation, a principal funding 
source for scientific research on college and university campuses. In addition, the 
National Defense Education Act of 1958 was passed as a reaction to Sputnik.
This act not only provided financial incentives for secondary schools to improve 
educational programming but also provided funds for secondary school teachers to 
pursue graduate education. In the area of undergraduate student aid, the Act led to the 
establishment of the concept o f borrowing as a means of financing one’s education. It 
led to the creation of the National Defense Student Loan Program that is currently 
known as National Direct Student Loan Program. The importance of this loan scheme 
is noted: “educational loans have become a primary financial aid resource as through the 
guaranteed student loan program, underwhich students, particularly at the undergraduate 
level are now borrowing more than $3 billion a year.” (Ihlanfeldt, 1980a, p. 15).
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Boyer (1987) observed that higher education witnessed increased student 
enrollment after World War 11 until 1980. This phenomenal growth was due to the 
“ baby boom generation.” Ihlanfeldt (1980a) however pointed out that colleges and 
universities in the 1980's faced difficult times in relation to declining student 
enrollment. As a reaction to managing the enrollment crisis, colleges and universities 
resorted to enrollment management studies. These studies aimed at developing efficient 
recruitment strategies.
Hossler (1988, pp. 1-2) defined enrollment management as an organizational 
concept as well as systematic educational institution’s effort to exert more influence 
over their student enrollments. This is accomplished by the use o f institutional research 
in the areas of student college choice, student attrition, and student outcomes to guide 
institutional practices in the areas of new student recruitment and financial aid, student 
support services, as well as curriculum development and other academic areas that 
effect the enrollment and persistence of students. From this definition, it is clear that 
enrollment management has become associated with some varied activities that colleges 
and universities are employing to recruit students and strive to see them through college. 
While referring to the importance of enrollment management and its complex nature, 
Hossler (1988) argues that enrollment management cannot easily be described 
as simply functions of offices such as admissions, financial aid, career planning and 
orientation. Instead, at the operational level, colleges and universities should establish 
personnel offices such as admissions, financial aid, institutional research, and student 
services to do the following important activities:
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1. Conduct market research studies on the college choice process of students.
2. Devise sophisticated marketing strategies.
3. Conduct sound evaluations of college activities.
4. Operate computer hardware and software systems necessary to track and 
communicate with the students from an initial point of inquiry through to 
program evaluation.
On the importance of enrollment management, Simmons and Laczniak (1992) observe 
that enrollment management is a process that influences the size, shape and the 
characteristic o f a student body by directing institutional efforts in marketing, 
recruitment and admissions as well as pricing and financial aid.
Novak and Weiss (1985) show that for at least ten years, demographers have 
projected a steady decline in the number of traditional college age students. They 
suggest that during this enrollment crisis the main goal that has emerged has been to 
refine enrollment goals and achieve the upper hand in effectively determining the 
destiny of the nation. They observe that at the heart of enrollment management has 
been the goal of improving the ‘fit’ between the students’ needs and the institutions’ 
offerings and resources. “The better the fit the more likely students will enroll and 
successfully complete their studies.” (p.l).
A study by the College Board of the Educational Testing Service on the 
enrollment practices of colleges across the United States sought to answer the following 
questions:
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1. What are the enrollment problems and issues facing colleges?
2. Are colleges committed to addressing these problems?
3. How are the colleges organized to manage enrollments?
From the results of the study, college admissions officers’ most frequently 
mentioned problems are shown in Table 1. The admissions officers who participated in 
the study recognized that enrollment management is not just an admissions problem. It 
involves many facets of college activities as shown in Table 1.
Table 1
M ajor Enrollment Issues in Colleges
Issue Four Year colleges 
%
Two vear Colleges 
%
Too few accepted students enroll 51 28
Too many students drop out 50 63
Too few applicants 49 37
No major enrollment problems 5 6
Source: Novak, T. and Weiss, D. (1985). What is All this talk about Enrollment 
Management? The Admission Strategist. 4 1-5.
Keuemerer, Baldridge and Green (1982) developed a model that has four 
organizational strategies for enrollments that were seen to be emerging in 1981. The 
four organizational strategies were institutional marketing committee, staff coordinator, 
organizational administrative unit, and the matrix system. Institutional Marketing 
Committee consists of representatives from admissions, financial aid, registrar, student
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affairs, academic deans and faculty. Its major role is advisory in recruitment efforts. A 
staff coordinator is an administrative staff position that reports to the president or other 
senior college officials with the responsibility for coordinating marketing activities. The 
organizational administration strategy is typically headed by a vice president with the 
full responsibility for offices and activities directly related to enrollment management 
and institutional advancement. The Matrix system requires enrollment services to be 
grouped according to the program’s function instead of an administrative unit. The unit 
is under the jurisdiction of a senior administrator. It is noted further that for all the 
colleges that responded to the enrollment management practices survey in late 1983 and 
early 1984, the most frequently cited strategy was the staff coordinator. In most 
colleges, the admission’s office alone had primary responsibility for enrollment 
management activities (Novak & Weiss, 1985). This strategy has changed with time 
and as student recruitment has become a more complex activity. Thus, enrollment 
management has become a combined effort activity.
The Purpose of Recruitment Today 
Sevier (1996) emphasizes the notion that before a university embarks on any 
recruitment activity, it has to develop its own clear sense of purpose and process.
He identifies three reasons why a vision is so important to a college or university.
These include:
1. An articulated vision lessens internal debate and helps the institution focus its
resources and energy. A well-articulated vision can contribute to a significant 
reduction in the level of organizational conflict.
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2. A vision can be inspirational and motivating. If a vision of success becomes a 
calling, an enormous amount o f individual energy and dedication can be released 
in pursuit of a forceful vision.
3. A vision is critical and without it a college’s recruiting and marketing strategies 
and ultimately its mission will fail (p.9).
It is therefore clear that colleges and universities recruit in order to achieve their
missions. Colleges and universities use recruitment activities as a way of changing the
images held by students. Sevier (1996, p. 12) argues that strong images do not happen
by accident, they occur because of design. They require a concise set of achievable
image goals accompanied by long term budgetary support. Thus, colleges are required
to manage their images. Students make their college decisions in a predictable fashion.
They consider the costs and benefits of attending a given college. If the benefits out
weigh the costs, the college is chosen, as noted:
Value is much more important than the cost. Value is what students 
are willing to pay for. Most institutions spend far too much time 
worrying about cost, and they do a poor job showing value (p. 12).
Intense competition is the other reason that makes colleges and universities engage in
recruitment activities. As public institutions seek to enroll more out-of-state students
and as out-of-state tuition increases, public colleges and universities find themselves
competing more intensely than ever before with other public and with the private sector
(Hossler, 1994, p.24).
Malone’s (1992) study observed that today academic policies serve as the
foundation for management of the academic process. The study recommended a system
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of strategic management that enhances the enrollment manager’s ability to influence 
policy formulation. Such a system insists that the institution examine itself in terms 
of its role and mission and the perceptions of the institution, both externally and 
internally.
The Student as a Consumer
In the real business world, the people who purchase products or services 
produced by the business enterprise are the consumers. They are the most important 
group of people to such enterprises. In higher education, students are the consumers of 
the institutional products offered by colleges and universities. Students have several 
reasons for pursuing a college education. Boyer (1987) points out that when one 
thousand college bound high school seniors were asked about their reasons for 
wanting to go to college, 90 percent said to have a more satisfying career. Eighty-nine 
percent said that college would prepare them for a specific occupation and help 
them get a better job. Table 2 shows the various reasons identified in Boyer’s report 
that influenced students to attend college. Boyer (1987) notes further that high 
school students believe that if a college has a good academic reputation, this 
will lead to a better job, while about one third of the students in the study believed 
that an outstanding athletic team meant that a college will have an above average 
academic program. Table 2, shows important reasons for going to college as ranked by 
students.
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Table 2
Imoortant Reasons for erofn? to College as Ranked bv College - Bound High School
Students
Reasons High School seniors 
%
To have a more satisfying job 90
To prepare for a specific occupation in which I am interested 89
To get a better job 85
To develop talents and abilities to the fullest 83
To learn more about things of interest 82
To gain a well rounded education 80
To become an authority in a specialized field 64
To become a well rounded, more interesting person 50
To have an opportunity to clarify values and believes 37
To become a more thoughtful, more responsible citizen 27
To become a well known and respected person 27
To have a few more years of fun 12
To meet and marry a successful person 9
To continue to be with friends 8
Source: The Carnegie Foundation for the Advancement of Teaching, Survey of the 
Transition from high school to college, 1984-85, cited in Boyer, L. E. (1987). 
The Undergraduates experience in America. New York: Harper and Row.
Colleges must aim at satisfying these varied reasons. This makes the process of
college recruitment quite difficult. Students as consumers require enough facts and
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information before making the final decision of choosing a given college. Boyer (1987) 
noted:
When we surveyed prospective students in December of their senior year, 
half of them said they still did not have enough facts to make a decision 
about where to apply for admission. About 80 percent wanted additional 
facts about costs and financial aid. Over two thirds wanted more 
information about academic programs, student activities, faculty strengths 
and weaknesses, and living accommodation on campus (p.20).
Existing recruitment strategies recognize the importance of the student. Fram
(1996) suggests that while universities have a myriad of “publics” that require
marketing attention like communities in which they are located, foundations and
Alumni, the major thrust of their marketing activity has centered on attracting and
retaining students. To emphasize the importance of the student as a consumer, Fram
(1996, p.2), puts it as follows:
Marketing-oriented changes to help universities better serve their students 
have been supported in the last decade by the development of allied Total 
Quality Management programs. These programs have reinforced the 
emphasis on clients, the students as the primary focus of organizational 
activities.
Smith and Baxter (1992) in a study that sought to determine how quality education 
could be defined and measured, established from the universities in the study that 
having a sufficient student population was critical to the success of the institutions’ 
mission.
While citing Stanford University’s publication directed to prospective students, 
the significant role of the student was noted as follows “The individual with whom you
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will spend the next four years should be an important factor to you in a campus setting.” 
(p. 111).
Litten, Sullivan and Brodigan (1983) suggest that students enroll in colleges to 
obtain certain benefits. They describe three principal approaches that researchers have 
employed in the past to identify the benefits which students in college are seeking as:
1. Measuring directly the benefits that people seek from a college; this often goes 
under the name of needs analysis, although desires and rational needs that relate 
to rational ends are not well differentiated. In this approach, researchers have 
sought to determine what specific benefits people, students or employers desire 
from participation in an educational program. The initiation o f this approach is 
that the reasons given by students tend to be abstract.
2. The second approach that researchers have used to understanding what people 
seek from a college has been to determine which college attributes influence 
people's choices. This approach has been the most widely used. Students have 
been asked directly what was important to them or what influenced them when 
they chose colleges.
3. The third approach has been to measure the appeal of specific institutional 
characteristics. This has been done by directly asking students about the 
characteristics they prefer, by directly measuring the characteristics of colleges 
esteemed by students, considered, applied to or chosen (p.79-89). Not many 
studies have focused on institutional factors related to student characteristics and 
how they influence recruitment.
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Fram (1996) emphasized the notion that due to increased competition between 
universities and colleges for students, these institutions have conducted formal 
marketing research studies, analyzed demographic trends and developed campus 
promotional events for prospective students. The name “admissions office” which has 
a barrier gate keeping connotation has in many cases been changed to “enrollment 
management office” (p.5). In many universities, the major thrust o f their marketing 
activity has centered on attracting and retaining students.
Importance of Market Research in Developing Recruitment Strategies
For colleges and universities to improve on their recruitment activities, marketing 
research is critical. Walters (1994) noted that when a college or a university decides to 
embark on a marketing program, the first critical step in that program is market 
research. Thus, market research attempts to increase the understanding of client 
behavior and to establish a base of information for other steps of marketing.
In a survey o f accepted applicants to the University of North Carolina at Chapel 
Hill, the university sought to determine how it was perceived by its clients. The results 
of the study helped in pointing out some of the perceived strengths and problems of the 
university. The university received good ratings on items such as:
1. Location and setting;
2. Academic reputation;
3. Cost;
4. Range of extra curricular activities;
5. Competitive/selective admissions;
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6. Individual campus visits;
7. Tours of the campus sponsored by admissions office (p.9).
From the findings of the study, it was suggested that marketing research was 
necessary since it would provide the institution with the needed benchmarks of students’ 
perceptions. Not only can market research lead to more applications and higher yield 
but it can also lead to better matches between the student and the college best suited to 
his or her needs and talents.
Abrahamson (1989) argues that quality research when combined with 
professional expertise enables an operation to make better decisions. It is therefore 
important that the assumptions on which all of the college’s marketing strategies are 
based should be firmly grounded in the realities that research can reveal. The study 
recommends that student recruitment research should flow into and help direct a 
university’s strategic planning. When admissions research relates closely to the 
institution wide planning, coordination between the two can make the studies more 
illuminating as well as reduce duplication of effort. The suggested areas of common 
interest should include:
1) the effect of pricing on the student;
2) prospective students’ needs in the curriculum and services;
3) perceived strengths and weaknesses of the university in various market segments;
4) analysis of the competition and cross application trends (p. 16).
Abrahamson notes further that the University o f De Paul created an office of Enrollment 
Management Research whose responsibility was to monitor all research conducted or
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
30
purchased by the enrollment admissions, financial aid, registrar, assessment, academic
publications and career planning and placement offices. On the importance of having
qualified staff in enrollment management, Abrahamson (1989) observed:
While it is particularly helpful to have personnel in enrollment management 
skilled in the techniques of original research, all admissions staff members 
should be research literate. A research mind set must be created and the 
effectiveness of all marketing strategies must be measured (p. 17).
Rainsford (1989) suggests that the concept of enrollment should be based on
an institution’s capacity to segment its markets, develop goals for each segment, and
evaluate the results of each program designed to achieve these goals. AH these
activities rest on research, and it is only with the resulting body of data that a college
can design and vary its recruitment strategies. According to Rainsford (1989), an
effective research program should be able to identify how many distinct student
markets exist for an institution, how large they are and how they will respond to
different recruitment appeals. Research generates crucial data that a college requires to
launch its recruitment strategies. These data should be collected and stored in an
appropriate data base, as emphasized:
Admissions, financial aid, registrar and retention offices need to be tied into 
the same student record data base, have the same spread sheet capacity to 
analyze and manipulate data, and have the same text editing or word 
processing capacity in order to personalize and particularize the recruitment, 
aid packaging and retention strategies made possible by the segmentation of 
data. Only then can colleges monitor the flow of students from inquiry to 
graduation and engineer improvement in that process (Rainsford, 1989 p.4).
Cochran (1985) in a study entitled: Look before vou leap into the Declining Enrollment
Pool highlights several advantages of doing one’s own research. It was found that a
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college or university that conducts its own research obtains several advantages 
such as low costs involved as compared to employing an outside consulting firm.
By doing the project in-house, the college is able to retain total control and do 
exactly the kind of research it wants. In a survey o f Carthage college, the study 
generated important demographic information which revealed that teachers, 
parents, and family members h ad the strongest influence on students in their 
choice of a college.
In relation to the marketing of individual colleges, Williford’s (1987) study 
suggests that market research is essential in providing information about students 
and the institution. While on the importance of market research, Simmons and 
Laczniak (1992, p.267) argue that besides managing the admissions process and the 
communications efforts required to replenish the student body annually, many 
university administrators have come to realize that for an effective market 
orientation to occur, an institution needs current and consistent market research.
Kotler (1975) emphasizes that through market research, institutions of higher 
education are able to define more precisely the services they provide and to learn to 
communicate more effectively with those audiences interested in the service.
Factors Determining College Choice 
For colleges to be able to develop efficient recruitment strategies, it is crucial that 
they establish factors that influence students’ decision to choose one college from 
among several colleges. Many educational researchers have examined the issue of
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college decision making by senior high school students. Litten (1981) developed an 
empirical model o f the decision process that was later supported by (Dembowski, 1981; 
Chapman, 1981; Litten, Sullivan & Brodigan, 1983). Hossler & Gallager (1987) 
refined this model. They developed a three-phase model which highlights the 
relationships between individual factors, organizational factors and the student 
outcomes from those interrelationships. The phases in the model are Predisposition, 
Search and Choice. These are shown in Table 3. The first phase of the model is the 
predisposition stage in which students determine whether or not they would like to 
continue their education beyond high school. For those who choose to do so, the 
second stage is the ‘search stage’ where students seek out the attributes of a college, 
such as location, size, and academic reputation. During this phase, students 
formulate a choice which is the group of institutions to which the student will actually 
apply to. The third stage is where the choice of a particular institution is made. Since 
the interactive model shows the relationships between students and institutions, it can 
show the potential impact of significant persons or policy makers (Martin, 1996).
Hossler & Gallager (1987) observe that in the first stage, individual 
colleges and universities have little direct impact on college choice. It is in the 
second phase that institutions and policy makers may be able to exert a modest 
influence on the student choice process, usually through brochures, campus visits, and 
academic advising by enrollment officers.
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Table 3






























Choice set College & university 
Courtship activities
Choice
Source: Martin, D.C. (1996). Does the Research profile o f a University Assist in
attracting students? A case study of the University of South Australia. College 
and University 72. 1, p.19
In an effort to establish factors that influence college choice, Affleck (1991) 
conducted a mailed survey of 3000 high school seniors. The study was conducted from 
September 1989 to January 1990. Students were asked how important certain factors 
were in helping them decide which college to attend. The responses are shown in Table
4. From the findings of the study, it was concluded that college visitations were a major 
factor in influencing high school students’ decision to choose a specific college. A 
number of universities and colleges have therefore set up various campus visitation
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programs that play an important role in influencing students’ decision to choose a 
specific institution.
Table 4
Factors that Influence Students in Choosing a College
Factors Percentage
1. Visiting college campus 77%
2. Parent’s influence 62%
3. Mailed college material 51%
4. College representatives 48%
5. Guidance and counselors 31%
6. College advertising 29%
7. High school Teachers 22%
8. News about colleges 21%
9. Classmates and friends 17%
Source: Affleck, A (1991). Are you missing the boat with your direct-mail campaign?
The Admissions Strategist. 15. 41.
Sevier (1996) in an article entitled: Those important things: What every college 
President needs to know about marketing and Student Recruitment suggests that people, 
even students, make decisions in a predictable fashion. Among the variables identified 
as main determinants of college choice were: the perceived costs of attending a given 
college, the value the student hopes to derive from the institution, its location, majors 
offered, size of the institution, and its religious affiliation.
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In an earlier study, Sevier (1994) compiled a list o f variables that influenced 
students to choose a particular college or university. The variables included gender, 
age, ethnicity, test scores, academic interests, distance from home, location of home 
(rural, suburban, urban), Zip code and/or block group (when geodemography is used), 
originating high school and religious background. An earlier study by Wheatley (1987) 
had found similar variables to those of Sevier (1994) and Sevier (1996). In the case of 
Wheatley’s study, it was observed that the students’ decision to attend one college rather 
than another is influenced by many factors other than a college image. Among the 
factors identified in this study were; parents’ wishes, peer influence, teachers and high 
school counselors, and college recruiters. Swann (1987) provides the University of 
Georgia’s recruitment checklist for enrollment managers. The findings of Swann’s 
study revealed that as the competition for superior students at the freshmen level 
increases exponentially each year, more and more colleges are interested in enrolling 
these same superior students. To understand what influences students to join the 
University of Georgia, it is recommended that the process of recruitment must involve 
the entire campus (p.51).
Johnson (1994) argues that once students have taken a look at who they are, 
struggled with the anxiety of decision making, coped with the stress of parents, friends 
and college marketing opinions, the next step should be research. Johnson concluded 
that once students have conducted their own research, their mind set shifts. It was 
noted: “At first, even students talk about ‘we’ did this and ‘we’ did that. Gradually, 
however, students shift to talking about “I, I think, I want, I have decided.” (p. 23).
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Martin (1996) set out to establish whether the research profile of the 
University of South Australia assisted in attracting undergraduate students to the 
university. The study came up with thirteen important factors that influenced 
university choice by undergraduate students. The factors are shown in Table 5.
From the findings of this study, it was concluded that career was the most important 
factor that influenced undergraduate students to join the University of South Australia.
Edmondson (1997) in an article entitled: A new Boom in Higher Education. 
identifies four markets from which institutions hope to obtain prospective students.
The first market is the baby boom-let market which consists of 25 million Americans 
now aged 18 to 24 years. This cohort is expected to increase to 29 million in 2006.
The second market is the baby bust market. This is the generation bom 
between the two baby booms. It includes adults aged 25 to 34 years and forms a large 
market for institutions of higher education. It has a population of 44 million people.
The third market, the baby boom market, is the middle-aged generation 
bom after World War II. There are 76 million people aged 35 to 54 and by the year 
2006, this population group is expected to increase to 83 million people. The baby 
boom generation by its large number forms a sizeable market for colleges. The fourth 
market is 55 plus market. Edmondson (1997) notes that currently students aged 
55 to 64 represent just 8 o f every 100 in continuing education, and the 65 plus form 
only 5 per cent of every 100 students.
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Factors Rank Mean SD
Career preparation 1 4.30 1.03
Specific academic program 2 3.70 1.22
Academic reputation 3 3.44 1.23
Distance from home 4 3.23 1.44
Quality of Research program 5 2.78 1.23
Library resources 6 2.75 1.23
Social life 7 2.61 1.28
Costs 8 2.51 1.47
Consulting profile of university 9 2.49 1.15
Student support programs 10 2.40 1.17
Size of campus 11 2.31 1.22
Access to accommodation 12 2.16 1.48
Parents or friends 13 1.93 1.13
Source: Martin C. D. (1996). Exploring the Development of Post Secondary 
Education Plans Among African American and White students. 
College and University. 72. 1, pp. 19-24.
In order to determine the decisions that influence each of the four identified 
markets to enroll in higher education, Edmondson (1997) provides the characteristics of 
each category as follows:
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1. The baby boomlet and baby-bust market consists of people who want 
college degrees as a ticket to a decent job. “Young adults are acutely 
aware of this, that is over 6 out of 10 high school graduates go on to 
college.” (p. 28).
2. Changes in the labor force are encouraging many boomers to go back 
to school. Because of sheer weight o f the baby boom generation in
terms of numbers, many of them have been unable to advance occupationally. 
This creates a market for continuing education.
3. The older adults want to preserve and improve the things they care about: 
their skills, their self esteem, expression, their health, their financial and 
moral legacy to the next generation (pp.28-30).
The study recommended four strategies that colleges must employ to recruit students.
For the traditional college age students (high school students), institutions 
should prepare for students characterized by diversity, unisex roles, closer ties to 
parents, and a stark division between the haves and have nots. For adults in their 
20's to early 30's, the focus should be on basic courses, part-time B.A. programs and 
training for special skills. In the case of baby boomers, they are making mid career 
changes and want training for highly skilled jobs in which demands and 
expectations are constantly changing. The 55 plus market require challenging 
liberal arts courses plus programs that let them give back to their communities 
and fulfil their dreams (p.30).
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The Current University and College Recruitment Efforts
It is important that the specific college or institutional recruitment strategies 
currently in use are examined. Given that college recruitment activities are restrained 
by the financial resources available, efficient recruitment strategies are needed.
College recruiters must also employ modem recruitment strategies.
Fraire (1996) warns that enrollment will continue to decline for some colleges 
as long as outdated recruitment strategies are still in use. In the current study, six 
main recruitment activities that are currently employed by colleges will be examined.
The literature shows that these six recruitment activities seem to be the most 
effective strategies in influencing students to enroll in college (Affleck, 1991, Harris, 
1997, Kohn, Elliot and Cox, 1998). These strategies are mail, financial assistance, 
outreach programs, campus visitation programs, Telecounseling and a more recent 
strategy, the WWW.
M ail
This is one of the most important recruitment strategies that has remained 
effective since its discovery. Davis-Vann Atta (1985) observes that since its 
inception in the mid 1970's, direct mail has proven to be an especially effective 
technique for reaching students. Among all the recruitment methods, direct mail is 
particularly well adapted to the tasks o f locating a geographically dispersed target 
audience and sending it the names and general characteristics of an institution 
otherwise not likely to be known or recommended. On the effectiveness of mail 
as a recruitment activity, it is noted: “The emergence and sophistication of direct
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mail in higher education recruitment during the past decade has been an
excellent case of the right thing at the right time for every one.” (p. 6).
Several studies indicate that direct mail forms the basis of any recruitment
activity. Affleck (1991) in a study entitled: Are vou missing the Boat with vour
Direct - Mail Campaign surveyed 3,000 college students’ attitudes regarding the
ways they learnt about colleges and received information about them. Data in Table 6
show the various ways students preferred to learn about colleges.
As seen in Table 6, mail is one of the most popular ways that students like to
receive information, as indicated by 95% of the 3000 high school students in
the study. Lewis (1985) explains that receiving an inquiry from a student search
service mailing should trigger a well-designed, systematic communication response
from a college’s admission office. The study recommends that for mail to be
successfully used as a recruitment strategy, then college admission officers need to
effectively cultivate a student inquiry, the timing, tone and message. The follow-up
program must also be well planned. This is further emphasized as follows:
The development of a systematic follow-up program can mean 
the difference in reaching your enrollment goals. Students need 
information on timely basis and in proportion to what they can 
absorb at one reading. To be successful at recruiting, the 
admissions staff must plan meticulously what to do after the 
initial student inquiry (p. 23).
Thus, Lewis’s study stresses the importance o f timely and proper communication
between the student and the admission office. In Table 6, Affleck (1991) shows ways
students prefer to learn about college characteristics.
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Table 6
Wavs Students Like to Learn about College
Ways Percentage
Mail 95%
Visit by college representative 95%
Visits to colleges 90%
College fairs 87%
Books (college hand books) 79%






Source: Affleck, A (1991). Are you missing the boat with your direct-mail campaign?
The Admissions Strategist. 15. 37.
Durkin (1985) challenges admissions staff to focus on effective advertising if 
they have to obtain the most out of their promotion dollars. To come up with effective 
brochures, colleges must begin with audience identification. The format of the mail 
material to be sent to students should be determined by audience, budget, action to be 
taken, how much is needed to tell the story and whether or not the publication is part of 
a grid for identification (p. 17). It is recommended that for admissions staff to design
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superior college catalogs, they have to attend educational and professional seminars in 
direct marketing and then try to adapt the tactics o f today’s direct marketing.
Sanders and Perfetto (1991) in their study provide useful data on how colleges 
and universities use direct mail. The data gathered through a direct mail survey 
provides admission officers with empirical insights into which collective marketing 
messages are most appropriate. On the importance o f mail as a recruitment activity, 
they emphasize that most admissions’ professionals recognize the value of personally 
addressing each candidate’s collegiate interests as a means of influencing the college 
choice process. It is pointed out that the more personal the communication, the better 
equipped the student will be to understand and value the institution’s offerings (p. 19).
Mail has also been established to be an effective recruitment strategy to 
personally focus on the student. Wheatley (1987) in a study of Domican college 
reported that the college found the Student College Evaluation Form sent to prospective 
students very helpful in admissions process. For example, the college was able to better 
inform its prospective students about what it had to offer them. The feedback from the 
students also enabled the college to determine why the students chose to enroll with the 
college. Collinson (1987) on the other hand points out that colleges need to use mail 
messages to inform their prospective students unique selling points that they possess. It 
is observed:
publications are an important component of packaging that 
is the way we present our institutions for many consumers’ 
first ‘visual’ impression of the college. Publications and 
advertising are essential vehicles for positioning a college 
among the competition . . .  Directors o f admissions cannot
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merely bring the world to academe, they must bring academe
a little closer to the ideal place to start (p. 10).
Rosiak (1986) in a study entitled: The Admissions Office Responds to the 
Enrollment crisis, came up with twenty strategies that colleges required to employ in 
order to manage the enrollment crisis that they were in. Among the twenty strategies, 
mail is considered one of the most effective tactics for addressing the enrollment crisis. 
Smith (1985) observes that Washington University in St. Louis Missouri had an edge 
over many institutions in student recruitment because o f the recruitment plan that was 
developed by the university. Its recruitment plan is divided into four areas: prospect 
development, prospect conversion, enrollment and prospect follow-through, and staff 
training. On the use of mail to reach students, it is noted “at Washington, the most 
powerful mechanism for reaching the greatest number of potential students was personal 
referral. Personal contact remained the best method to guarantee conversion from 
prospect to student.” (p. 38).
To illustrate the crucial role that mail plays in current recruitment practices, 
Psolka (1987) notes that for an increasing number of institutions, large or small, direct 
mail cements the strategies used to recruit the dwindling collegiate population (p.l). 
Admissions officers are advised to carefully think about the message to be transmitted 
by the mail. Some element of innovation in mail presentation will not only catch the 
reader’s attention but also help in making the message clearer. “Brevity is the soul of 
being read. Length of correspondence should reflect the message. Watch dogging your 
cache of direct mail is an on going task.” (p.7).
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Esteban and Apel (1992) examined the admissions process of educational 
institutions from a marketing perspective. Letters of inquiry were mailed to 330 public 
and private universities. Responses were then monitored to establish whether the 
institutions heed the marketing imperative of seeing themselves through their prospects’ 
eyes. Unlike tangible commodities which are easy to market using the marketing 
jargon, this is not easy when it comes to marketing an intangible commodity like 
education. As noted: “there are many difficulties when it comes to marketing a 
university, compared with many goods that can offer all kinds of tangible benefits, a 
four year education at a particular institution is harder to quantify in many respects 
intangible.” (P. 27).
Anderson (1994) in an article entitled: Dear prospective Student: An analysis of 
Admissions materials from four Universities went beyond the mere mail aspects of 
college recruitment and focused on the selection process. It was established that 
students received literally hundreds of pieces of unsolicited mail from across the United 
States after taking the SAT. In addition, some students make enquiries to schools they 
are interested in which generates solicited mail. Anderson’s study created a 
generalizable analytical framework for evaluating college marketing efforts and used 
this framework to analyze the responses of inquiry from the four year colleges in the 
study. The analysis of mail was guided by five initial issues: timeliness, personal 
attention, pricing, image versus evidence and segmentation. Plains, River, and Capitol 
Universities all rated well on most of the categories. Each had at least one mailing or 
aspect of the materials that indicated some degree of personal attention and care to the
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letters of inquiry. River University had the publications with the most accurate flavor of 
what it would be like to be a student at the university. Northen University material 
showed an overall impression that was less than favorable. The message contained in 
the mail and publication material was difficult to comprehend. From the findings of this 
study, Anderson recommended the need for college admissions’ officers to carefully 
evaluate their marketing process and publications. While recruiting students these 
professionals should be guided by questions from previous enrollment management and 
marketing research, and insights from high school students. In addition, publications 
should be designed to address the specific concerns of students and parents according to 
where they are in the admission process (p.38).
Financial Assistance
Financial assistance is one of the current recruitment strategies used by colleges 
to recruit students who meet their ‘fit’. The American Association for College 
Registrars and Administrators Organization (1980) established that several colleges in 
the United States used financial aid as a means of inducing certain accepted applicants 
to enroll there instead o f enrolling at some other institution. One form of financial aid is 
the no need scholarship which is a grant of money unrelated to the recipient’s financial 
conditions. Instead, it is based on some other quality or qualification that the college 
finds attractive or worthy of reward. The study established that about half of the 
colleges in the survey gave no need scholarships, and about one third used modified aid 
packages to encourage enrollment by accepted applicants.
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Hossler (1994) notes that a growing body of research indicates that financial aid 
not only has an impact on student’s initial enrollment decisions but also on their 
decisions to continue their college education. In the case o f private sector, sophisticated 
economic models of the relation of student enrollment trends to financial aid have now 
become common place. Financial aid is now used by private colleges to recruit 
students. As observed: “It is not unusual at some private colleges to find up to 30 
percent o f their total revenue being returned to students in the form o f financial aid 
awards (tuition discounting)” (p. 29).
Because of the increased competition between private and public colleges. State 
universities have also found it necessary to fund institution based aid programs. Thus 
more and more admission and financial aid directors find themselves adopting strategies 
from the private sector using financial aid in strategic and targeted ways to achieve 
enrollment goals (p. 29).
Rosiak (1987) recommends that in establishing its costs, an institution not only 
should consider the competition and the revenue needed to sustain its budget, but it also 
should consider what the consumer is willing and able to spend. The study recommends 
further that where it can, the admissions office must influence the institutions’s pricing 
policy when setting direct costs and determining the amount and composition of student 
aid packages.
Swann (1987) in a study of the University of Georgia’s recruitment strategies 
identified a five point program that was used by the university. The main recruitment 
activities in the program include:




3. National merit and National Achievement Stipends;
4. Alumni and Alumni minority and;
5. One-time transfer scholarships.
The process of recruitment must involve the entire campus and not be left to 
management personnel in the lower levels.
On the importance of financial aid as a current recruitment strategy, McPherson 
and Schapiro (1995) observe that the student aid policy issues are receiving more high- 
level attention in many colleges and universities than they did 20 or even 10 years ago. 
Increasingly, aid and admissions policies have come to be seen as strategic variables 
warranting the concern of top administrators, rather than as technical problems to be left 
to student aid professionals. Thus, strategic uses of student aid can take many forms 
depending on an institution’s goals and the tools available such as merit aid, differential 
packaging, admit-deny strategies, and need-aware admissions. In the case of public 
colleges and universities, the study notes that the growing use of merit aid is by no 
means confined to the private sector. In 1991-92, more than half (56 percent) of all the 
financial aid that public institutions provided from their own resources was non-need 
based aid. In addition, from 1983-84 to 1991-92, non need based aid grew twice as fast 
in public higher education as did need-based aid (12 percent versus 6 percent).
At Louisiana State University, financial aid forms a very important recruitment 
activity. The Dean of the College of Agriculture Dr. Kenneth L. Koonce during the
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1997 annual Awards Convocation ceremony highlighted the importance of financial aid
by noting as follows:
Scholarships which total to an estimated $60,000 was essential to 
drawing key recruits from across the nation tothe college . . .  It is these 
scholarships which allow us to be competitive with universities 
throughout the nation. Without these scholarships awarded annually, the 
college of agriculture would be unable to attract top-ranked 
students (Mclaren, 1997, p.6).
One of the scholarship recipients during the same ceremony reported that the deciding
factor which finalized her decision to attend LSU was her College of Agriculture
scholarship, as noted: “Scholarships are one of my basic reasons for coming to LSU.”
(p.6). The importance of scholarships to the recipients was echoed by Dr. James W.
Trott, Associate Dean for the College of Agriculture, who observed: “In higher
education, any scholarship donations by benefactors offset the cost of college expenses
for students.” (Mclaren, 1997, p.6)
Campus Visitation Programs
Campus visitation program also forms a powerful recruitment tool for most
colleges and universities. Boyer’s (1987) study found that students during their college
search put more faith in face to face encounters with college admission officers.
The study established that college nights and fairs were popular with both college
students and prospective students. While citing the Carnegie Foundation Survey of the
Transition from High School to college, Boyer (1987, p. 15) notes:
Fifty-five percent of the high school students in our survey 
said they had attended al least one college night or fair and 
gave them high ratings both in terms of their usefulness 
and the believability of the information received.
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The Carnegie Foundation study established that the majority of college-going 
students check out their decisions by visiting a college o f their choice. It is revealed 
from the findings o f the study that 57 percent o f all prospective students in their college 
search visited at least one campus and almost one in four visited three or more. This 
visitation helps in removing any doubts students may have about their choices. While 
citing the experience of one student visitor, Boyer (1987) notes: “Students just came up 
to me and asked my name and asked if I was coming next year. That excited me. I 
didn’t feel as if I am going into a strange place and I really like the campus too.” (p. 16). 
On one major reason why students value campus visits, MacGowan (1985) emphasized 
that students liked small, informal campus tours since they believed this gave them the 
opportunity to get the ‘real story’ or true picture about the institution.
Johnson (1991) in a study at Birmingham-Southern, a four year private, liberal- 
arts college, found that the most effective means employed to identify prospective 
students was use of college ‘blitz’. The ‘blitz’ is defined as an intensive campaign or a 
fast intensive non military campaign ( p.24). This approach is similar to LSU Tiger Day 
as noted by Harris (1997). In the case o f College of Agriculture it is similar to TAger 
Day when prospective students are invited to the college. Among the various arguments 
that Johnson uses to support the use of the ‘blitz’ are:
1. It is a recruitment and development activity that unifies the campus community
in a common effort. It communicates roles and responsibilities, not only within 
the institution, but also to external constituencies.
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2. It is an activity that utilizes institutional resources more effectively and 
efficiently and can be referred to as a synergistic activity.
3. It is an effective method of nurturing external community support - alumni, 
parents o f currently enrolled students, and the church community (pp.24-25).
Outreach Programs
Veysey (1980) traces the origin of campus outreach programs to the late 1940's 
when diversity in the student population formed an important recruitment strategy. 
Harris (1997) observes that most of the information reported about high school 
programs, fairs and high school visits involve discussions about the process instead of 
research about their effectiveness.
Kajcienski (1996) argues that admission recruiters should spend the majority of 
their time in the high schools designated as the primary market. “It is after all, where 
the college/university receives the majority of freshmen.” (p.26). Harris (1997) and 
Kajcienski (1996) both agree that admission recruiters often do not have current 
information about who has applied for admission from high school or who may be 
currently attending their institution from high school.
MacGowan (1985) reports that at its Annual National Forum in New York City, 
the College Board asked a panel of six senior high school students how effective a 
visitation o f high schools by a college representative was. The panelists agreed that 
personal contact was very important in student recruitment. They noted: “the initial 
contact with the college representative was an effective way to learn about a school” 
(p.21). Smith (1985) discusses several recruitment strategies such as direct mail,
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individual group contacts, and telephone as some of the recruitment strategies employed 
by Washington University at St. Louis Missouri. Among all the recruitment strategies, 
the most powerful activity for reaching the greatest number of potential students was 
personal referral. “Personal contact remained the best suited method to guarantee 
conversion from prospect to student.” (p.38).
McCune (1985) set out to establish the impact of college visits on small high 
schools. The study was conducted at the Halstead public schools in Kansas. It focused 
on small rural high schools. The results of the study revealed that small rural high 
schools were receptive to visits by college and university admissions personnel. 
Although the numbers of graduates were small at these schools, visits to them would be 
productive for admissions personnel. The size of the high schools also allowed for 
more personal interaction and dialogue. Individual school visits can be costly, but 
depending on the kind of student that the admission personnel are pursuing, the visit 
may be worth the cost. This is a positive way of involving the customer - student in 
making an important decision of college choice. The student will also have the 
opportunity to ask all questions pertaining to a particular university, college or program. 
Telecounseling
This is one strategy that has not been fully studied. Erdmann (1990), Martin and 
Moore (1991) examined the negative publicity o f an institution and its effect on the 
attendance of prospective students. They concluded that word of mouth such as use of 
telephone could be powerful way of ensuring that the existing negative attributes about 
a college diminishes.
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Gerig (1989) emphasizes that phone calls to carefully screened prospects by a
team of well trained students had the ability to increase the applicant pool. The strategy
is employed by Goshen College in Indiana. Its main objective is to gather information
as opposed to promoting the college. The method is relied upon to make many of the
initial contacts that do not require active recruitment techniques. On the effectiveness
of the telephone strategy it is observed:
The students we contact, most of whom also receive 
dozens of unsolicited phone calls from other colleges, seem 
pleased that we are interested in gathering information 
about them, not just in promoting Goshen. By mailing view 
books, catalogs, and other materials to only those students who 
request them and by eliminating mass mailings, we have 
economized on printing and mailing costs (p.20).
Sanoff and Glastis (1995) observe that after some schools have built a potential 
applicant pool, they try to convert those who have made inquiries into actual applicants. 
At this stage they may hire a consultant called a telequalifier. This refers to a firm hired 
by a college to call students to determine their interest level. In the case of Dayton, 
every year the university cuts its inquiry pool by 15 to 20 percent by using 
telequalifying. This saves money on follow-up mailings.
The service also allows the school to identify students for whom costs are a major 
barrier and to communicate very early in the process with those families explaining the 
kind of aid for which they may be eligible. Telecounseling as a recruitment strategy 
aims at minimizing the costs of recruiting students. This is an important aspect of 
recruitment given the tight budgets that admission offices have to contend with.
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Recruitment via the Internet
The most current recruitment strategy is via the Internet. Most colleges now 
maintain home pages that have e-mail addresses. Stoner (1996) notes that the bright 
promise o f cyberspace has captivated college admission. Admissions professionals in 
institutions large and small, are taking to the information superhighway via the World 
Wide Web or are developing presentations about their institutions that they plan to 
distribute on floppy disk or CD-ROM. As noted “the number of U.S. colleges and 
universities with home pages on the world wide web grows daily and some institutions 
apparently intend to use their web sites to recruit students” (p. 16).
Besides using the web to recruit students, admissions offices could use the 
Internet effectively to reach prospective students at almost no cost by relying on e-mail. 
Thus, admissions offices could:
1. Set e-mail addresses for questions about admission.
2. Make it possible for students to use the e-mail facility to inquire about the status
o f their applications.
3. Provide admission counseling on-line via e-mail.
4. Establish list serves to advise prospective students about how to apply for
admission and financial aid. The School of Vocational Education in the College 
of Agriculture at LSU for instance, has established a list serve that greatly assists 
in communication between the faculty and students. Important information 
such as semester schedules, conference meetings, and crucial deadlines are 
communicated to all students in the school who are on the list serve.
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5. Establish Infobots for delivering documents to prospective students via e-mail.
In comparison to the WWW, the e-mail is more accessible to many parents and 
prospective students.
On the use of the Internet, Stoner (1996) cautions that the use of media should 
never replace personal contact with prospective students. “If the choice must be made 
between hiring staff for high school visits and developing a Web site, the former will 
yield much greater pay back to the institution than the latter. At least for today” (p. 23).
Enrollment Models 
The studies reviewed so far reveal research in this area is almost non existent 
The only study that used student data base to explore the factors that influenced senior 
high students to enroll at a university is one by Harris (1997). Harris, a former director 
o f Undergraduate admissions at Louisiana State University, set out to establish whether 
a model existed that could correctly classify prospective students on their enrollment 
status at the university. The population of the study consisted of all prospective 
freshmen students who were recruited to attend Louisiana State University in the Fall of 
1995 or Fall 1996. A random sample of the population was drawn from the population 
of prospective high school graduating seniors who resided on the admissions data base 
for the years 1994-1995 and 1995-1996 who were recruited to attend LSU.
The results of the study revealed that models existed which improved the 
researcher’s ability to accurately explain enrollment status. The models were both 
substantively and statistically significant. The most important recruitment strategies 
were mail, campus visitation, campus outreach and financial assistance. The study
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recommended the need to continue to refine the modeling process and the need to focus 
at the college and department level of student recruitment analysis.
This study therefore intended to focus at the college level of recruitment to 
establish the factors that the university admissions offices and the College of 
Agriculture employed to influence senior high school students to enroll in the college.
It, in addition, hoped to determine whether a model(s) existed that could help increase 
the researcher’s ability to predict the variables that influenced senior high school 
students to enroll in the college.
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CHAPTER 3 
METHODOLOGY
The main purpose of this chapter was to describe the procedures and 
methodology employed in the study. These included: sampling, instrumentation, data 
collection, and data analysis. These procedures were employed in order to achieve the 
primary purpose of the study: to determine whether a model existed that significantly 
increased the researcher’s ability to explain whether a student enrolled in the College of 
Agriculture at LSU based upon current recruitment efforts used by the university 
admissions offices and the college.
Population and Sample
The target population for this study was defined as all prospective freshmen who 
were recruited to attend the College of Agriculture at LSU in the fall of 1997. The 
accessible population consisted of fall 1997 prospective freshmen who resided on both 
the undergraduate and college data bases. The university undergraduate data base 
houses all undergraduate admissions contacts with students and is based upon a coding 
system with different contacts represented by a series of numbers corresponding to 
specific recruitment contact such as letters, telephone calls and events. The College of 
Agriculture data base equally houses all undergraduate admissions contacts with 
students and is based upon a coding system with different contacts such as: TAger Day, 
telephone, WWW, and attendance at 4-H and FFA functions.
The accessible population from which the sample was drawn consisted of 
students who resided on both the university admissions data base and the College of
56
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Agriculture data base. The minimum required sample size for the study was determined 
using Cochran’s (1953) sample size formula for categorical data with an a priori 
established alpha level o f .05, an acceptable margin error set at 5% and the estimate of 
the variance in the population set at .25 (the most conservative estimate of variance 
calculated as p times q). This can be represented symbolically as:










No =   = 392
.0025
A comparison o f 1,130 students who resided on the College of Agriculture's 
1997 high school senior data base, with the university undergraduate recruitment data 
base gave a total o f226 students. This formed the accessible population of the study. 
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Since complete data on all the variables for all the subjects in the accessible population 
were obtained, all 226 subjects in the accessible population were included in the study 
instead o f the 143 subjects.
Instrumentation and Data Collection
A computerized recording form was the main instrument used for data collection 
in this study. Specific variables from both the university undergraduate admissions data 
base and the College of Agriculture admissions data base were selected. The variables 
selected were those that addressed the objectives of the study. A file was established 
into which the variables were systematically copied. The primary recruitment variables 
studied were categorized as: 1) student demographics 2) mail contact 3) campus visit 
programs 4) outreach programs 5) financial assistance 6) Telecounseling, and 7) use of 
Internet.
Data were collected during the spring and summer semesters of 1998 by 
copying over 70 variables of interest from the university’s undergraduate admissions 
data base and another 29 variables from the College o f Agriculture’s admissions data 
base. Each student was drawn using their social security number.
Data Analysis
Data collected in this study was analyzed using the following procedures for 
each respective study objective.
Objective one
To describe the May 1997 high school graduates who were recruited to attend 
Louisiana State University by the LSU admissions office and the College of Agriculture
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at LSU on selected personal and academic demographic characteristics including:
a) Gender
b) State of residence
c) Race
d) Type of school attended
e) Louisiana Parish of residence
f) College Entrance Examination Scores (ACT or SAT).
This objective was descriptive in nature and was analyzed using descriptive 
statistics. The variables that were measured on a categorical (nominal and ordinal) 
levels were summarized using frequencies and percentages in categories. Variables 
measured on interval or higher scale of measurement were summarized using means and 
standard deviations.
Objective Two
To describe the Fall 1997 prospective freshmen in the Louisiana State University 
College of Agriculture based on the main recruitment strategies employed by Louisiana 
State University’s admissions offices and the College of Agriculture namely:
a) Mail;
b) Financial Assistance;
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The objective was also descriptive in nature and was analyzed using descriptive 
statistics. The variables that were measured on a categorical (nominal and ordinal) 
levels were summarized using frequencies and percentages in categories. Variables that 
were measured on interval or higher scale of measurement were summarized using 
means and standard deviations.
Objective Three
To identify the recruitment strategy that had the highest association with college 
of Agriculture enrollment status among students recruited for admission to the college. 
This objective was accomplished by using zero order correlation coefficients. The 
dependent variable enrollment was correlated with 46 independent variables in the 
study.
Objective Four
To establish whether a model existed that significantly increased the researcher’s 
ability to accurately explain enrollment status among the freshmen recruited for 
admission in the College of Agriculture at Louisiana State University during the 1997- 
98 academic year. To accomplish this objective, Discriminant analysis was employed. 
Enrollment status which is measured as a dichotomous variable was used as the 
dependent variable in the analysis and the independent variables were entered as either 
continuous or dummy coded variables.
Objective Five
To determine the most efficient recruitment model employed by the university 
admissions office and the College of Agriculture during the 1997-98 academic year.
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Discriminant analysis was employed. Enrollment status which is measured as a 
dichotomous variable was used as the dependent variable in the analysis and the 
independent variables were entered as either continuous or dummy coded variables.
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CHAPTER 4 
FINDINGS
This chapter contains the findings of the empirical investigation into the 
enrollment status of students recruited by the College of Agriculture during the 1997-98 
academic year. The study was designed to answer one major question: Does a model 
exist that significantly increases the researcher’s ability to accurately explain the 
enrollment stuatus of the students in the study?. The chapter first, describes the subjects 
based on selected personal and academic demographic characteristics. This is followed 
by the description of the subjects based on the main recruitment strategies. The second 
part of the chapter reports the results of the correlation between the main recruitment 
strategies and enrollment, the comprehensive discriminant model, the comprehensive 
recruitment model and the most efficient recruitment model. The results presented in 
this chapter are arranged by objectives of the study.
Objective One
Objective one was to describe the high school graduates recruited to attend 
Louisiana State University College of Agriculture during the 1997-98 academic year. 
Information to achieve this objective is presented on the following six demographic 
characteristics: Gender, Race, College Entrance Examination score(s) (ACT or SAT), 
State of residence, and (for students from Louisiana)Type of school attended and 
Louisiana Parish of Residence.
The accessible population o f226 subjects were included in the study. As shown 
in Table 7,158 (69.9%) of the subjects were females while 68 (30.1%) were males.
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Also examined was the residence status of the subjects in the study.
Data in Table 8 show that the highest number of subjects came from 
Louisiana (n=175, 77%). In addition, Texas residents numbered 15 (6.6%), while 7 
(3.1%) were from Alabama. The states o f Arizona and Georgia had the same 
number of subjects (4 or 1.8%) each (see Table 8). Fourteen other states were 
represented among the study subjects, but each of them had a frequency of 3 or less.
For the 175 students who were from Louisiana, data were collected on two 
additional characteristics, the type of high school attended and parish of residence. 
The students were categorized as attending Public, or Private/ Parochial schools. 
The largest number of students (n = 110, 63%) had attended public schools. The 
remaining 65 (37%) of the students either attended private or parochial schools.
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Table 8
State of Residence for Prospective Freshmen Recruited to Attend the College of

















North Carolina 1 <1




Note: 1 subject did not report state of residence.
Regarding the race of the subjects in the study, the largest group of students were 
white (n=201, 92%), followed by Hispanic (n = 9,4%), and Black (n = 6, 3%). Seven 
subjects (3%) refused to identify their race. The Asian American and American Indian 
students had a percentage less then 1 (see Table 9).
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Table 9
Reported Race for Prospective Freshmen Recruited to Attend LSU College of 





Asian American 2 <1
American Indian 1 <1
Total 219 100
Note: 7 students refused to identify their race.
The parish of residence was the other demographic variable investigated 
for the students from within Louisiana. The largest group of students in the 
study came from East Baton Rouge Parish (n= 26, 15 %). This was followed by 
Jefferson Parish with 19(11%) subjects and Orleans Parish with 14 (8 %). St. 
Tammany and Lafayette Parishes had the same number of students (n = 9, 5%). 
As seen in Table 11, a total of 50 of the Louisiana parishes were represented 
among the subjects included in this study.
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Table 10
Parish of Residence for Subjects in the Study who were Louisiana Residents
Parish N %
East Baton Rouge 26 15
Jefferson 19 11
Orleans 14 8
St. Tammany 9 5
Lafayette 9 5
Livingston 7 4








St. Charles 4 2
St. Mary 4 2
St. James 2 1












Jefferson Davis 2 1
Grant 2 1
East Feliciana 2 1
Evangeline 2 1
Franklin 1 <1
East Caroll 1 <1
(table continues)
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Parish N %
West Feliciana 1 <1




Pointe Coupee 1 <1









Note: 51 subjects in the came from outside the state of Louisiana
The final demographic variable investigated was the College Entrance 
Examination score. It included the American College Testing (ACT) or the Scholastic 
Aptitude Testing (SAT). For students who reported SAT score only, a standardized 
conversion table was used to convert SAT scores into equivalent ACT scores. One 
student (<1%) did not report either the ACT and SAT scores. Data in Table 11 show 
the mean composite score on the American College Test (ACT) was 24.993 (SD = 
3.706, n = 212). Scores ranged from a low of 16 to a high of 34. The largest group of 
the students, (n = 95 or 42%) fell into the score range of 26-30. This was followed by 
students in the score range of 21 -25 (n = 89, 40%).
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Table 11
Composite Scores on the American College Test CACTI for Prospective Freshmen
Recruited to Attend LSU College of Agriculture. Fall 1997
Scores Value of Range N %







Note: One subject did not have an ACT score.
Data in Table 12 show the Scholastic Aptitude Test (SAT) scores of the 
students in the study. The mean SAT score was 1142.625 (SD = 171.034, N = 80). 
The scores ranged from 600 to 1490 ( out of a possible 1600). The majority of 
students with SAT scores were in the range of 1000 - 1190 (n=38,47.5%).
Another 23 (28.75%) were within the score value range of 1200 - 1390. Six (7.5%) of 
the students belonged to the highest SAT score value range o f 1400-1600. Only one 
subject in the study had a SAT score in the range o f440 - 630.
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Table 12
Composite Scores on the Scholastic Aptitude TEST fSATi for Prospective
Freshmen Recruited to Attend LSU College of Agriculture. Fall 1997
Score Value Range N %
400 - 430 0 0.00
440 - 630 1 1.25
640 - 790 2 2.50
800 - 990 10 12.50
1000- 1190 38 47.50
1200 - 1390 23 28.75
1400 - 1600 6 7.50
Total 80 100.00
Note: 146 cases did not have SAT scores reported. Mean SAT score was 1142.625.
(SD= 171.034).
Objective Two
Objective two was to describe the Fall 1997 prospective freshmen recruited to 
attend the College of Agriculture at Louisiana State University based on the main 
recruitment strategies employed by Louisiana State University’s admissions office and 
the College of Agriculture namely: 1) Mail, 2) Financial Assistance, 3) Outreach 
programs, 4) Campus visitation programs, 5) Telecounseling and 6) The Internet.
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There are numerous points in the recruitment o f a student to attend the 
university that are either a mail strategy in and of themselves or cause the generation 
of a piece of mail to the student as a follow-up of the activity. Examples of these 
include invitations to attend selected activities, follow-up notes thanking the 
student for their participation in selected activities, and letters acknowledging 
receipt of pieces of information such as ACT scores, application, etc.
Each of the recruitment activities included in the data base which causes a 
piece o f mail to be sent to the student was coded such that the individual received a 
value of 1 if they received the item and a 0 if they did not receive the item. The 
information collected on Mail as a recruitment strategy was used to calculate the 
number of Mail pieces sent to recruited students.
As indicated in Table 13 the total number of mail pieces sent to 
prospective students by the university admissions office and the College of 
Agriculture ranged from a low of 2 to a high of 15. The average number of Mail 
pieces sent was 7.48 ( SD = 2.498) for students in the study. The largest group of 
students (n = 35, 16%) in the study received a combined total of 7 pieces of mail 
from the university admissions office and the College o f Agriculture. This was 
followed by another 30 (13%) who received six pieces o f mail.
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Table 13
Total Number of Mail Pieces Sent to all Prospective Freshmen Recruited to Attend
College of Agriculture. Fall 1997

















Note: Average number o f mail pieces sent was 7.48. (SD=2.498).
The second recruitment strategy examined was financial assistance. Data in 
Table 14 show the number of scholarships received by individual students in the study. 
Of the students who received scholarships, the highest number of scholarships received 
by any one student was (n = 7,4.5%), while 33 (21%) of the students received only one 
scholarship. Data in Table 14 further show that out of 226 subjects, 154 (68%) received 
scholarships. While the remaining 72 (32%) of the students in the accessible population 
never received any form of financial assistance.
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Table 14
Number of Scholarships Awarded to Individual Students in the Study









Note: 72 Students in the study did not receive any form of financial assistance. Mean
number o f financial assistance received was 2.916. (SD = 1.661).
To further examine financial aid as a factor in recruitment, the total dollar 
amount of the financial assistance awarded to the subjects in the study was measured. 
As shown in Table 15, of the students who received scholarships, the largest group 
(n = 24,16%) were in the amount range from $ 9000 to $ 9999. The next largest 
group of students were in the $ 2000 to $ 2999 range of scholarship amounts (n = 21, 
14%). The mean amount of scholarship awarded was $ 6263.18.
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Table 15
Dollar Amount Awarded to the Students During Fall 1997
Amount N %
1- 999 1 <1
1000- 1999 14 9
2000 - 2999 21 14
3000 - 3999 11 7
4000 - 4999 14 9
5000 - 5999 15 10
6000 - 6999 11 7
7000 - 7999 8 5
8000 - 8999 17 11
9000 - 9999 24 16
10000- 10999 10 7
11000-11999 2 I
12000- 12999 4 3
13000- 13999 0 0
14000 - 14999 2 1
Total 154 100
Note: 72 students were not awarded any scholarships. Mean amount o f scholarship was
6263.18 (SD =3335.908).
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The third recruitment strategy examined was campus visitation programs. This 
was operationally defined as Preview LSU, Tiger Day, TAger Day, and Campus Tour. 
TAger Day is the College of Agriculture recruitment program in which high school 
seniors and juniors are invited to attend the College of Agriculture open house in the 
Spring of the year. Tiger Day, the largest Louisiana State University recruitment 
program is administered by the university admissions office. Approximately 30,000 
high school seniors and juniors are invited to attend the Campus Open house in the fall 
of every year. Preview LSU is a program in which high achieving students are invited 
to participate in a day and a half program on the LSU campus. The program aims at 
giving students an in depth look at the program opportunities offered at Louisiana State 
University (Harris, 1997). The Campus Tour recruitment activity involves the Monday 
through Friday Admissions Session and student guided tour of the campus. Forms for 
application are readily accessible from the admissions office and LSU web page for 
students to complete and mail back. As a recruitment strategy, LSU admissions office 
encourages visits from students and parents at all occasions.
Table 16 shows that 162 (72%) the students in the study were invited to attend 
Tiger Day during their senior year and 38 (17%) of them attended.
It is shown further that 60 (27%) students were invited to attend Tiger Day in their 
junior year and 5 (2%) students came to the event. For the TAger Day program, which 
is a similar activity just for the College of Agriculture, 7(1%) students participated in 
the program.
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Table 16
Invitation to and Attendance a t Campus Visitation Programs for Prospective
Freshmen College of Agriculture. Fall 1997
Program Invited Attended Not Attended
Tiger Day(Sr.) 162 (72%)a 38 (17%) 188 (83%)
Tiger Day(Jr.) 60 (27%) 5 (2%) 221 (98%)
TAger Day NA 7(1%) 223 (99%)
Tour NA 48 (21%) 178 (79%)
Preview LSU 26(12) 7 (3%) 219(97%)
Note: Descriptions of the programs are provided in Appendices A & B
•-72% of n=226
In the case of the Preview LSU program, 26 (12%) subjects were invited to attend the 
program and 7 (3%) actually participated in the program. Finally, 48 (21%) subjects 
initiated their first contact during the campus tour while the remaining 178 (79%) of the 
Fall 1997 prospective freshmen recruited to attend the College o f Agriculture did not 
participate in a formal guided tour of the LSU campus.
The fourth recruitment strategy examined was Outreach programs by both the 
university admissions office and the College of Agriculture. As seen in Table 17, the 
highest outreach program attended was the Explore LSU program in the students’ senior 
year with 112 (50%) invited and 20 (9%) attending the program. This was followed by 
the Explore LSU Program in the students’ junior year of high school with 41 (18%) 
invited and only 6 (3%) attending the program.
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Table 17
Invitation to and Attendance at Outreach Programs for Prospective Freshmen
Recruited to Attend College of Agriculture During Fall 1997
Program Invited Not Invited Attended Not Attended
Explore LSU (Sr.) 112(50%) 114(50%) 20(9%) 206(91%)
Explore LSU (Jr.) 41(18%) 185(82%) 6(3%) 220(97%)
Explore LSU 8(4%) 218(96%) 4(2%) 222(98%)
Note: Descriptions of the variables are provided in Appendices A & B.
In the case of College of Agriculture outreach programs, data in Table 18 show 
the highest event was Explore LSU program with 17 (8%) of the subjects having talked 
to the College of Agriculture representative during Explore LSU programs held in 
Texas, Alexandria, Shreveport, Slidell, Houma and De Ridder. The College of 
Agriculture recruitment personnel attend these explore events and initiate contacts with 
the prospective students for the college.
The other important outreach recruitment activities carried out by the College of 
Agriculture included Local-4H activities carried out by the College of Agriculture. Eight 
(4%) students were initially contacted during the 4-H outreach functions, five (2%) were 
contacted by the College of Agriculture staff during the State FFA judging competition 
and another 5 (2%) prospective students were contacted by the college staff during 
Local FFA judging competition.
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Table 18
Attendance at Outreach Programs for Prospective Freshmen Recruited to Attend
College of Agriculture During Fall 1997
Attended Not Attended
Explore LSUa 17(8%) 209 (92%)
Local - 4H 8 (4%) 218(97%)
State FFA judge 5 (2%) 221 (98%)
Local FFA 5 (2%) 221 (98%)
Note: Descriptions of the variables are provided in Appendices A & B. 
“ College of Agriculture program.
Telecounseling was the other recruitment strategy examined. This strategy 
involves the prospective student receiving a telephone call from an LSU Ambassador 
and or College of Agriculture recruitment personnel. All students who receive a Tiger 
Call also receive a piece of correspondence, even if no direct contact is made. Data in 
Table 19 show that 104 (46%) students were contacted on the first call. Another 30 
(13%) received the message left with a member o f the family and returned the call. 
Twenty eight (12%) students were called and a message was left, but they never 
responded to the message left with a member of the family. Table 19 shows further that 
64 (28%) subjects were not contacted by telephone by either the university admissions 
office or the College of Agriculture recruitment personnel.
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Table 19
Tiger Calls Made to Students and the Response Reported
Tiger Call Made N %
Student conducted on first call 104 46.0
Message left and student returned the call 30 13.3
Never answered message 28 12.4
Never Received call 64 28.3
Total 226 100.0
The final recruitment strategy examined in the study was the use of the Internet. 
Louisiana State University has established a web page that contains programs offered by 
colleges and departments. Application procedures are also provided on the LSU home 
page. A prospective student interested in a particular program can initiate the first 
contact with the university admissions office and the College of Agriculture using the 
Internet. This is a very new recruitment strategy. Only 2(1%) students used the 
Internet to initiate their first contact with the College of Agriculture. The remaining 224 
(99%) subjects in the study did not employ this recruitment strategy.
Objective Three
Objective three was to identify the recruitment strategy that had the highest 
association with the dependent variable enrollment status among the students recruited 
to attend the College of Agriculture during the 1997 - 98 academic year. This was
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
79
considered as the strategy that had the highest zero order correlation with the dependent 
variable, enrollment status. The correlation coefficient were established between the 
dependent variable enrollment status, and each recruitment strategy.
Data in Table 20 show that the independent variable, the total dollar amount 
awarded to the students from the various financial aid sources, had the highest 
correlation with enrollment ( r = .48; n = 226; p = <.001). The variable SCHOLAR 
(whether the student received a scholarship or not) had the second highest correlation 
with enrollment ( r = .46; n = 226; p  = <.001). In addition, the variables that had 
positive significant correlations with enrollment included STATE (defined as whether 
the student recruited was from within the state of Louisiana or not), r =.40; (n = 226; p = 
<.001) and PLUS (defined as whether the student received a parent loan for 
undergraduate student award or not) which was also significant with r = .31; (n = 226; p 
=  < .001).
The other independent variables that had positive and significant correlations 
with the dependent variable are whether or not the student received a departmental 
scholarship, whether or not the student received an award from any private sources, 
whether or not the student received an unsubsidized Stafford loan, and whether or not 
the student was awarded a Federal Pell grant.
The entire results of the correlations between the independent variables and the 
dependent variable are presented in Table 20.
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Table 20
The Correlation Between Recruitment Strategies and Enrollment Status(N=2261
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Variable n r P
SATPKT 226 -.141 .034
TOUR 226 .141 .035
TIGJINV 226 .131 .049
SVRS 226 .127 .057
EXPSINV 226 .125 .061
TIGSATT 226 .120 .073
EXPLORE 226 -.117 .080
CAMPUSVST 226 .110 .099
ST APS 226 .105 .115
ADMISNLIST 226 -.097 .145
EXPSATT 226 .089 .178
INTYCNT 226 .073 .272
SCHLINV 226 .063 .346
SCHLATT 226 .062 .353
TIGERCALL 226 -.057 .395
THONOR 226 .056 .405
TRB 226 .052 .433
(table continues)
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Variable n r P
COLMAIL 226 .048 .478
PSATPKT 226 .044 .511
EXPJINV 226 .043 .516
ACTTPS 226 .034 .615
TAGDY97 226 .019 .775
EXPINVT 226 .017 .805
FFAJUDG 226 .015 .823
TIGMAIL 226 -.011 .871
PREVINT 226 -.008 .910
GUIDES 226 -.008 .910
EOSPKT 226 .002 .978
TIGMESS 226 .002 .971
RALLY 226 .001 .985
ALMNS 226 .001 .985
Note: Description of the variables are provided in appendices A & B
Objective Four
Objective four was to establish whether a model existed that significantly 
increased the researcher’s ability to accurately explain enrollment status among the 
freshmen recruited for admission in the College of Agriculture at Louisiana State
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University during the 1997 - 98 academic year. Discriminant analysis was the statistical 
technique employed to accomplish this objective. This technique was found appropriate 
since the dependent variable, enrollment status is a dichotomus variable (Klecka, 1980). 
Three types of models were examined, the comprehensive discriminant model which 
employed all the recruitment activities measured in the study as well as all demographic 
information collected by the researcher. The second model, the comprehensive 
recruitment model included as independent variables only those variables that were 
specifically designed as recruitment activities by the university admissions office and 
the College of Agriculture. The third model, the most efficient recruitment model, 
included the fewest number of recruitment activities employed while still providing the 
researcher with a model that was both substantively and statistically significant.
The Comprehensive Discriminant Model
This model included all available information from the university admissions 
office and the College of Agriculture. The comprehensive explanatory model aimed at 
maximizing the researcher’s ability to correctly classify subjects on the dependent 
variable enrollment status, defined as whether or not the subjects in the study enrolled as 
students in the College of Agriculture at Louisiana State University. The model 
included all recruitment activities carried out by the university admissions office and the 
College of Agriculture as well as the demographic information (see a complete list of 
variables in Appendices A and B).
The first step in examining the comprehensive model was to compare the group 
means on each of the independent variables. This information is presented in Table 21.
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The F-to-enter statistic was used to compare the two groups (enrolled and not enrolled). 
Of the 55 variables on which comparisons were made, the groups were found to be 
statistically different on 21 variables.
As data in Table 21 show, the variables on which the groups were most 
significantly different were the number of scholarships received, the total dollar amount 
awarded to the students in the form of financial aid, whether or not the student received 
a scholarship, whether or not the student came from within Louisiana, whether or not 
the student received a Parent Loan for Undergraduate Students, and whether or not the 
student was awarded a departmental scholarship. The other variables that were found to 
be significant included whether or not the student received financial aid from any 
private source, whether or not the student received unsubsidized Stafford loan, whether 
or not the student received a Federal Pell grant, whether or not the student was awarded 
a scholarship through the Tuition Assistance Program, whether or not the student was 
awarded a Subsidized Stafford Loan, whether or not the student received a packet of 
introductory information sent by the university admissions office to students who send 
their ACT scores to LSU, whether or not the parent of the student was an LSU alumni, 
whether or not the student received the high school activity award, whether or not the 
parent of the student obtained a graduate degree from LSU, whether or not the student 
was awarded a Rockefeller Foundation scholarship, whether or not the student received 
a packet of introductory information sent to students who send their SAT scores to LSU, 
whether or not the student made a tour of LSU campus and whether or not the student 
received financial aid through the college work study program. Data in Table 21 also
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show the standard deviations, the F ratio values for each o f the variable analyzed and 
their respective probability values.
Table 21
Comparison of Discriminating Variable Means in the Comprehensive 
Expalanatorv Discriminant Model by Enrollment Status
Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
NMOA .69 2.66 64.17 <.01
1.06 1.95
AMOUNT 1628.74 5597.90 60.30 <.01
2505.13 3961.59
SCHOLAR .04 .83 49.69 <.01
.49 .38
STATE .56 .89 36.47 <.01
.50 .31
PLUS .03 .29 22.96 <.01
.17 .46
DSC .03 .27 20.37 <.01
.16 .45
OTHRS .00 .19 16.93 <.01
.00 .40
UNSB .04 .25 15.31 <.01
.20 .44
PELL .03 .22 14.17 <.01
.17 .42
(table continues)
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Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
STAPS .00 .16 14.03 <.01
.00 .37
STAF .07 .26 11.58 <.01
.26 .44
ACTPKT .57 .77 9.31 <.01
.49 .42
NONALUM .81 .61 8.13 <.01
.39 .49
GRADUATE .09 .25 6.95 <.01
.29 .43
ACTV .00 .07 5.25 .02
.00 .25
ROCK .00 .07 5.25 .02
.00 .25
SATPKT .21 .10 4.58 .03
.41 .30
TOUR .13 .24 3.98 .05
.33 .43
CWSP .03 .10 3.80 .05
.17 .30
SVRS .01 .08 3.53 .06
.12 .26
(table continues)















Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
.13 .05 3.33 .07
.33 .23
.19 .31 3.18 .07
.39 .46
.11 .21 2.99 .08
.32 .41
.42 .53 2.68 .10
.49 .50
.07 .14 2.55 .11
.26 .35
.11 .19 2.28 .13
.32 .39
.18 .11 2.11 .15
.39 .31
.06 .11 1.69 .19
.23 .31
.07 .12 1.48 .23
.26 .33
25.42 24.83 1.20 .28
3.27 3.90
1.47 1.57 .83 .36
.95 .63
(table continues)
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Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
WHITE .92 .92 .82 .98
.28 .28
EOSPKT .08 .08 .82 .97
.28 .28
GENDER 1.35 1.29 .80 <.01
.48 .45
TIGSINVT .58 .79 .79 <.01
.49 .41
SCHLATT .03 .05 .79 .37
.17 .23
TAGDY97 .01 .03 .74 .39
.12 .18
ALUMNUS .09 .14 .70 .40
.29 .35
TIGMAIL .72 .71 .65 .78
.45 .46
TIGERCALL .50 .45 .58 .45
.50 .49
FFAJUDG .06 .05 .53 .98
.23 .22
COLMAIL 1.00 1.00 .49 .48
.00 .08
(table continues)
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Discriminating Variable Group F 42
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
HISPANIC .03 .05 .49 .48
.17 .21
TUITION .15 .19 .49 .48
.36 .40
HONORS .13 .16 .46 .53
.33 .37
EXPINVTD .04 .05 .43 .84
.20 .21
RALLY .04 .04 .39 .98
.20 .19
ALMNS .04 .04 .39 .98
.20 .20
PREVINT .13 .12 .33 .86
.33 .32
GUIDES .13 .11 .JJ .86
.33 .32
PSATPKT .32 .36 .29 .59
.47 .48
BLACK .03 .03 .26 .99
.17 .03
EXPJINV .17 .19 .20 .65
.38 .39
(table continues)













Acrips .20 .22 .18 .68
.40 .41
TIGMESS .13 .13 .11 .92
.33 .33
Note: Descriptions of variables are provided in Appendices A & B.
The next step in conducting a discriminant analysis after comparing the 
discriminating variable means was to examine the independent variables to be included 
in the analysis for the presence of multicollinearity. Although several techniques exist 
for conducting a multicollinearity test, Lewis-Beck (1980) shows that the most powerful 
method for assessing multicollinearity is to “Regress each independent variable on all 
the other independent variables” (p.60). The strength of this method lies in the fact that 
it takes into account the relationship of each independent variable with all the other 
independent variables and a combination of other independent variables. Whenever the 
cumulative R2 values approach 1.0, there is high collinearity. To ensure that there were 
no cases of collinearity between the independent variables, the cumulative R2 was 
checked for all the independent variables.
The bivariate regression equations for all independent variables revealed that the 
variables ALMNUS (defined as whether the parent of the student was an alumni of 
Louisiana State University), GRADUATE (whether the parent had a graduate degree
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from LSU) and NONALMN (parent was not an alumni of LSU) were perfectly 
collinear. For final analysis, the variable GRADUATE was eliminated. It was further 
established that the variables AMOUNT (the dollar amount o f financial aid awarded to a 
student) and NMOA (the total number of scholarships awarded) had near perfect 
collinearity. The variable number of scholarships awarded was therefore eliminated 
from the final analysis.
The third step in conducting a discriminant analysis is to examine the computed 
standardized canonical discriminant function coefficients. As shown in Table 22, the 
centroids for the groups were determined to be -1.40 for the not enrolled group and .69 
for the enrolled group. A total of 20 factors entered the discriminant model and 
produced an overall canonical correlation of R = .701. This indicates that the 
combination of the 20 factors in the model explained a total o f 49% of the variability in 
whether or not students entered the College of Agriculture at LSU as freshmen.
The factors which were found to have the highest standardized coefficients were 
the dollar amount of financial aid awarded to the students, whether or not the student 
came from the state o f Louisiana, the score obtained by the student on the American 
College Testing (ACT) examination, whether or not the student was awarded a 
departmental scholarship, whether or not the student’s parent was an alumni of LSU, 
and whether or not the student received the LSU alumni association scholarship.
A further examination of Table 22 reveals that the variable Amount had the 
highest within-group structure coefficient, s = .54. The variables that met the criteria for 
substantive significance (defined as those variables that had a structure coefficient of
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Table 22
Summary DATA for Stepwise Discriminant Analysis of the Comprehensive Model 




























Note: Descriptions of variables are provided in appendices A & B 
Eigen Value Rc Wilk’s Lambda P
.971 .701 .507 <.001
b = standardized discriminant function coefficient 
s = within group coefficient 
Rc = canonical correlation coefficient
half or more than half the within-group structure coefficient of the highest variable) 
were whether or not the student came from within Louisiana, whether or not the student
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was awarded a departmental scholarship and whether or not the student was awarded a 
scholarship.
Finally, the percent of correctly classified cases were examined. Data in Table 
23 show that the comprehensive model correctly classified 85.84% of the cases 
analyzed.
Table 23
Classification of Cases bv Comprehensive Model N = 226




Not enrolled 76 68 8
89.5% 10.5%
Enrolled 150 24 126
16.0% 84.0%
Note: Percent correctly classified: 85.84% 
The Comprehensive Recruitment Model
Besides the comprehensive model, to accomplish objective four, a 
comprehensive recruitment model was determined. This model only included 
recruitment strategies. The demographic variables were eliminated. The initial 
step in examining the comprehensive recruitment model was to compare the 
groups on each of the independent variables. This information is presented in Table 24. 
The F-to-enter statistic was used to compare the groups based several variables
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analyzed. Of the 46 factors on which comparisons were made, the groups (enrolled and 
not enrolled) were found to be significantly different on 19 variables.
The variables on which the groups were most different were the dollar amount 
awarded to the student, whether or not the student received a scholarship, whether or not 
the student came from within Louisiana, whether or not the student received a Parent 
Loan for Undergraduate Students, whether or not the student was awarded a 
departmental scholarship.
The other variables that were found significant included whether or not the 
student received financial aid from any private or outside sources, whether or not the 
student received unsubsidized Stafford loan, whether or not the student received a 
Federal Pell grant, whether or not the student was awarded a subsidized Stafford loan, 
whether or not the student was invited to Tiger Day during senior high school, whether 
or not the student received a packet of introductory information sent by the university 
admissions office to students who send their ACT scores to LSU, whether or not the 
student received a Rockefeller Foundation scholarship, whether or not the student 
received the high school activity award, whether or not the student received financial aid 
through the college work study program, whether or not the student received a packet of 
introductory information sent to students who send their SAT scores to LSU, whether or 
not the student made a tour of LSU campus, whether or not the student received an 
award through the Tuition Assistance Program and whether or not the student was 
invited to Tiger Day during the junior year.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
95
Table 24
Comparison of Discriminating Variable Means in the Comprehensive Recruitment
Discriminant Model bv Enrollment Status for Prospective Freshmen Recruited to
Attend LSU College of Agriculture. Fall 19997
Discriminating Variable Group F _g
Not Enrolled Enrolled ratio 
n =76 n = 150
M/SD M/SD
AMOUNT 1543.01 5648.55 68.58 <.01
2464.76 3947.16
SCHOLAR .38 .83 59.48 <.01
.49 .38
STATE .54 .89 42.65 <.01
.50 .31
PLUS .03 .29 24.38 <.01
.17 .46
DSC .03 .27 21.72 <.01
.16 .45
OTHRS .00 .19 17.29 <.01
.00 .39
UNSB .04 .25 16.53 <.01
.20 .44
PELL .03 .22 14.17 <.01
.17 .42
STAF .06 .27 14.12 <.01
.25 .45
(table continues)
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Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
TIGSINV .58 .79 13.52 <.01
.49 .41
ACTPKT .55 .77 11.35 <.01
.50 .42
ROCK .00 .07 5.38 .02
.00 .25
HACTVA .00 .07 5.38 .02
.00 .25
CWSP .03 .11 5.03 .03
.16 .32
SATPKT .21 .11 4.53 .03
.41 .31
TOUR .13 .24 4.52 .03
.33 .43
STAPS .00 .16 4.35 <.01
.00 .37
TIGJINV .18 .31 3.91 .05
.39 .46
SVRS .01 .07 3.66 .06
.11 .26
EXPSINV .42 .53 3.55 .05
.49 .50
(table continues)
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Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
EXPLORE .13 .05 3.33 .07
.33 .23
CAMPUS VST .07 .14 2.74 .09
.25 .35
SAPS .11 .18 2.50 .11
.31 .39
ADMISNLIST .18 .11 2.14 .14
.39 .32
EXPSATT .06 .11 1.69 .19
.23 .31
INTYCNT 1.45 1.56 1.22 .27
.95 .63
SCHLINV .08 .12 .89 .35
.27 .33
SCHLATT .03 .05 .87 .35
.17 .23
TAGDY97 .03 .03 .77 .80
.16 .18
EOSPKT .08 .08 .76 .98
.27 .27
TIGERCALL .50 .44 .73 .39
.50 .49
(table continues)
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Discriminating Variable Group F _g
Not Enrolled Enrolled ratio
n =76 n =  150
M/SD M/SD
THONOR .13 .16 .69 .41
.33 .37
TRB .15 .18 .62 43
.35 .39
EXPINVT .04 .05 .61 .80
.20 .21
COLMAIL 1.00 1.00 .51 .48
.00 .08
FFAJUDG .05 .06 .50 .82
.22 .24
RALLY .04 .04 .36 .98
.19 .19
ALMNS .04 .04 .36 .98
.19 .19
PSATPKT .32 .36 .29 .59
.47 .48
TIGMAIL .72 .71 .26 .87
.45 .45
ACTTPS .20 .22 .25 .62
.40 .41
EXPJINV .17 .19 .20 .65
.38 .39
(table continues)
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Discriminating Variable Group 
Not Enrolled Enrolled 





PREVINT .12 .11 .13 .91
.33 .32
TIGMESS .13 .13 .13 .97
.34 .34
GUIDES .12 .11 .13 .91
.33 .32
Note: Descriptions o f variables provided in Appendices A & B
After comparing the discriminating variable means, the next step in 
conducting a discriminant analysis was to examine the independent variables to be 
included in the analysis for the presence o f multicollinearity. This was done by 
regressing each independent variable on all the other independent variables (Lewis- 
Beck, 1980). This procedure helped in establishing whether there were any cases of 
multicollinearity. The cummulative R2 was checked to determine whether or not it 
approached 1.00. It was determined that there were no problems with collinearity. 
The computed standardized canonical discriminant function coefficients were 
examined. As shown in Table 25, the centroids for the groups were determined 
to be -1.25 for the not enrolled group and .63 for the enrolled group.
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Table 25
Summary DATA for Stepwise Discriminant Analysis of the Comprehensive 




AMOUNT .70 .62 Not enrolled -1.25














Note: Descriptions o f variables are provided in appendices A & B
Eigen Value Rc Wilk’s Lambda P
.794 .665 .558 <.001
b = standardized discriminant function coefficient
s = within group coefficient
Rc = canonical correlation coefficient
Data in Table 25 shows further that a total of 15 factors entered the 
discriminant model and produced an overall canonical correlation of R = .665. This 
indicates that the combination of the 15 factors in the model explained a total of 44% of
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the variability in whether or not students entered the College o f Agriculture at 
Louisiana State University as freshmen.
The factors which were found to have the highest standardized coefficients 
were the total dollar amount awarded to the prospective students in the form of 
financial assistance, whether or not the student was from within the state of Louisiana, 
whether or not the student was invited to Explore LSU program during the 
senior year of high school, whether or not the student received LSU alumni 
scholarship (Top 100), whether or not the student was invited to Tiger Day during the 
senior high school year and whether or not a departmental scholarship was awarded to 
the student.
A further examination of Table 25 reveals that the variable “Amount” had the 
highest within-group structure coefficient, s = .62. The variables that met the 
criteria of substantive significance (defined as those variables that had a structure 
coefficient of half or more than half the value of the within-group structure coefficient 
of the highest variable) were, whether or not the student came from within Louisiana, 
whether or not the student was invited to Explore LSU Program as a senior and whether 
or not the student was awarded a departmental scholarship.
Finally, the correctly classified cases were examined. Data in Table 26 show the 
comprehensive recruitment model correctly classified 83.19% of the cases analyzed.
The model correctly predicted 82.7% of the cases in the Enrolled group another 84.2% 
of the cases in the Not enrolled group.
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Table 26
Classification of Cases bv Comprehensive Recruitment Model N =  226
Actual Group No. Cases Predicted Group 
Not Enrolled Enrolled
Not enrolled 76 64 12
84.2% 15.8%
Enrolled 150 26 124
17.3% 82.7%
Note: Percent correctly classified: 83.19%
Objective Five 
The Most Efficient Recruitment Model
Objective five sought to determine the most efficient model employed by the 
university admissions office and the College of Agriculture during the year of 
investigation, the 1997 - 98 academic year. The most efficient model in this study was 
defined as the model which included the fewest number of recruitment activities while 
still providing the researcher with a model that was both substantively and statistically 
significant. To determine the model, the comprehensive recruitment model was 
used as a base and all variables meeting the criteria for substantive significance for both 
the discriminant function coefficients and the within-group structure coefficients were 
selected. A series of discriminant models (3 factor to 14 factor) were examined to 
determine the most efficient model.
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Table 27
Classification of Cases to Determine the Most Efficient Model fo r Prospective
Freshmen Recruited to Attend College of Agriculture. Fall 1997




Total %  
Correctly Classified
3 factor 75.0 77.3 76.55
4 factor 85.5 74.7 78.32
5 factor 75.0 82.0 79.65
6 factor 75.0 82.7 80.09
7 factor 86.8 75.3 79.20
8 factor 81.6 78.0 79.20
9 factor 81.6 80.0 80.53
10 factor 81.6 80.7 80.97
11 factor 80.3 82.0 81.42
12 factor 78.9 83.3 81.86
13 factor 84.2 80.7 81.86
14 factor 84.2 82.7 83.19
Each of the models was examined for the percent of the correctly classified cases to 
select the most efficient model. As shown in Table 27, all of the models examined 
had a total percent of correctly classified cases varying from 76.55% to 83.19%.
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Data in Table 27 show further that when fewer factors were entered, the 
drop in the overall total correctly classified cases was very small. The model 
that was chosen as the most efficient was the 6 factor model, as it had a very high 
percent of enrolled cases correctly classified, 82.7%. This percentage is the 
same as the one obtained for the 14 factor model. The six factor model also had 
a very high total percent of correctly classified cases of 80.09%. On the overall, 
the 6 factor model had a reasonably good balance between the percent correctly 
classified in both the enrolled and not enrolled groups when compared to other 
models.
The initial step in examining the derived most efficient model was to 
compare the groups on each of the independent variables. Comparisons were made 
using the F-to-enter statistic. As shown in Table 28, of the 46 variables on which 
comparisons were made, the groups enrolled and not enrolled were found to be 
statistically significant on 19 variables.
Data in Table 28 show the variables on which the groups were most 
significantly different were the total dollar amount of scholarship awarded, 
whether or not the student received a scholarship, whether or not the student was 
from within the state of Louisiana, whether or not the student received the 
Parent Loan for Undergraduate Students, whether or not the student was awarded a 
departmental scholarship, whether or not the student the student received financial 
assistance from any private sources, whether or not the student received unsubsidized
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Stafford loan, whether or not a student received assistance through the Tuition 
Assistance Program, whether or not the student was invited to Tiger Day during 
senior high school, whether or not the student received a Federal Pell grant, 
whether or not the student received subsidized Stafford loan, whether or not the 
student was invited to Tiger Day as a senior in high school, whether or not the student 
received a packet of introductory information sent by the university admissions 
office to students who send their ACT scores to LSU, whether or not the student 
received financial assistance through the Rockefeller foundation, whether or not the 
student received a high school activity award, whether or not the student received 
financial assistance through the college work study program, whether or not the 
student received a packet of introductory material sent by the university admissions 
office to students who send their SAT scores to LSU, whether or not the student made 
a tour of LSU campus, whether or not the student was invited to Tiger Day as a high 
school junior and whether or not the student was invited to Explore LSU program.
The means and standard deviations of all the other variables used to recruit students are 
shown in the most efficient model (see Table 28).
Table 28 further shows the F-to-enter statistic in a descending form which 
helps in determining the significance of the variables being studied. Also 
presented in Table 28 are the probabilities of the variables under investigation.
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Table 28
Comparison of Discriminating Variable Means and Standard Deviations in the
Most Efficient Recruitment Model by Enrollment Status for Prospective
Freshmen Recruited to Attend College of Agriculture. Fall 1997
Discriminating Variable Group F
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
AMOUNT 1543.01 5648.55 68.58 <.01
2464.76 3947.16
SCHOLAR .38 .83 59.48 <.01
.49 .38
STATE .54 .89 42.65 <.01
.50 .31
PLUS .03 .29 24.38 <.01
.17 .46
DSCS .03 .27 21.72 <.01
.16 .45
OTHRS .00 .19 17.29 <.01
.00 .39
UNSB .04 .25 16.53 <.01
.20 .44
ST APS .00 .16 14.35 <.01
.00 .37
PELL .03 .22 14.17 <.01
.17 .42
STAF .06 .27 14.12 <.01
.25 .45
(table continues)
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Discriminating Variable Group £  _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
TIGSINV .58 .79 13.52 <.01
.49 .41
ACTPKT .55 .77 11.35 <.01
.50 .42
ROCK .00 .07 5.38 .02
.00 .25
ACTV .00 .07 5.38 .02
.00 .25
CWSP .03 .11 5.03 .03
.16 .32
SATPKT .21 .11 4.53 .03
.41 .31
TOUR .13 .24 4.52 .03
.33 .43
TIGJINV .18 .31 3.91 .05
.39 .46
SVRS .01 .07 3.66 .06
.11 .26
EXPSINV .42 .53 3.55 .05
.49 .50
EXPLORE .13 .05 3.33 .07
.33 .23
(table continues)
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Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n=76 n=  150
M/SD M/SD
TIGSATT .11 .20 3.26 .07
.31 .40
CAMPUSVST .07 .14 2.74 .09
.25 .35
SAPS .11 .18 2.50 .11
.31 .39
ADMLIST .18 .11 2.14 .14
.39 .32
EXPSATT .06 .11 1.69 .19
.23 .31
INTYCNT 1.45 1.56 1.22 .27
.94 .62
SCHLINV .08 .12 .89 .35
.27 .33
SCHLATT .03 .05 .87 .35
.17 .23
TAGDY97 .03 .03 .77 .80
.16 .18
EOSPKTD .08 .08 .76 .98
.27 .27
TIGERCALL .50 .44 .73 .39
.50 .49
(table continues)
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Discriminating Variable Group F _p
Not Enrolled Enrolled ratio
n =76 n = 150
M/SD M/SD
THONOR .13 .16 .69 .41
.33 .37
TRB .15 .18 .62 .43
.35 .39
EXPINVTD .04 .05 .61 .80
.20 .21
COLMAIL 1.00 1.00 .51 .48
.00 .08
FFAJUDG .05 .06 .50 .82
.22 .24
ALMNS .04 .04 .36 .98
.19 .19
RALLY .04 .04 .36 .98
.19 .1
PSATPKTD .32 .36 .29 .59
.47 .48
TIGMAIL .72 .71 .26 .87
.45 .45
ACTTPS .20 .22 .25 .62
.40 .41
EXPJINV .17 .19 .20 .65
.38 .39
(table continues)
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Discriminating Variable Group
Not Enrolled Enrolled 





PREVENT .12 .11 .13 .91
.33 .32
TIGMESS .13 .13 .13 .97
.34 .34
GUIDES .12 .11 .13 .91
.33 .32
Note: Description of Variables in Appendices A & B
After comparing the group discriminating means, the next step in conducting a 
discriminant analysis was to examine the independent variables to be included in the 
analysis for the presence of multicollinearity. Several techniques exist for conducting 
this assessment, however, Lewis-Beck (1980) points out that the preferred method for 
assessing multicollinearity is to, “Regress each independent variable on all the other 
independent variables” (p.60). This technique takes into account the relationship of 
independent variable with all o f the other independent variables. If any of the 
cumulative R2 values are near 1.0, there is high multicollinearity.
The cumulative R2 was checked to determine whether or not it was approaching 
1.00, the appropriate statistical check recommended by Lewis-Beck (1980). The 
researcher determined there was one problem with multicollinearity between the 
variables CLOSE to LSU (defined as the students geographic location being close to
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LSU) and state (defined as whether or not the student came from within Louisiana).
The variable CLOSE to LSU was therefore eliminated from the final analysis. Each of 
the factors that entered this model was statistically significant, however, fewer factors 
were found to meet the criteria of substantive significance for inclusion of the factor in 
the final model.
Since the purpose of this model was to determine the most efficient model, all 
variables were retained that met the statistical criteria for inclusion. This is shown in 
Table 29. Data in Table 29 show that the computed standardized canonical 
discriminant function coefficients were examined. The centroids for the groups 
were determined to be -1.112 for the not enrolled group and .56 for the enrolled group.
A total of six factors entered the discriminant model and produced an overall 
canonical correlation of R = .622. This indicates that the combination of the 6 factors in 
the most efficient recruitment model explained a total of 39% of the variability in 
whether or not students entered College o f Agriculture at LSU as freshmen.
Table 29 shows further that the factors which were found to have the 
highest standardized coefficients were the total dollar amount of scholarship awarded to 
the student, whether or not the student was from within the state of Louisiana, whether 
or not the student was awarded a departmental scholarship, whether or not the student 
was invited to Tiger Day as a senior in high school, whether or not the student was 
awarded a tuition honors scholarship and whether or not the student was invited to LSU 
preview.
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Table 29
Summary DATA for Stepwise Discriminating Analysis of the Most Efficient 
Recruitment Model N=226
Variable b s Discriminant Function
Group Centroids
AMOUNT .79 .70 Not enrolled -1.112





Note: Descriptions of the variables are provide in Apendices A & B.
Eigen Value Rc Wilk’s Lambda p
.632 .622 .613 <.001
b = standardized discriminant function coefficient
s = within group coefficient
Rc = canonical correlation coefficient
Data in Table 29 show that the variables AMOUNT (the total dollar amount 
awarded to the student), STATE (whether or not the student came from within 
Louisiana) and whether or not the student was awarded a departmental scholarship met 
the criteria of substantive significance for inclusion in the model. The variable the total 
dollar amount awarded to the student had the highest within-group structure coefficient 
o f s = .70. While the variables STATE and DSCS had structure coefficients of s = .55 
and s = .39 respectively. The other variables that entered the model were retained since 
the purpose of this model was to establish the most efficient recruitment model.
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Finally, the correctly classified cases in the most efficient model were examined. 
This information is presented in Table 30. As data in the table shows, the 6 factor 
model had well balanced cases of not enrolled group 75.0% and correctly classified 
cases o f the enrolled group being 82.7%. The most efficient recruitment model had a 
total of correctly classified cases of 80.09%. When this percent of the total correctly 
classified cases is compared to the percentages shown in Table 27, the difference is 
minimal. For example for a 10 factor model, the percent of total correctly classified 
cases is 80.97%. This therefore makes the 6 factor model the most efficient model. 
However, all the models presented in Table 27 are statistically significant at .001 level 
of significance.
Table 30
Classification of Cases bv the Most Efficient Recruitment Model N = 226
Actual Group No. Cases Predicted Group 
Not Enrolled Enrolled
Not enrolled 76 57 19
75.0% 25.0%
Enrolled 150 26 124
17.3% 82.7%
Note: Percent correctly classified 80.09%
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SUMMARY, CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS
Summary
The primary purpose o f this study was to determine if a model existed which 
significantly increased the researcher’s ability to accurately explain whether or not 
students recruited by the College of Agriculture at LSU enrolled based upon current 
demographic characteristics and recruitment strategies. In addition, the study sought to 
determine the most efficient recruitment model employed by the university admissions 
office and the College of Agriculture during the year of investigation, 1997-98 
academic year.
The following specific objectives guided the study.
1. To describe the May 1997 high school graduates who were recruited to attend 
Louisiana State University by the LSU admissions office and the College of 
Agriculture at LSU on selected personal and academic demographic 
characteristics including:
a) Gender
b) State of residence
c) Race
d) Type of school attended
e) Louisiana Parish of residence
f) College Entrance Examination Scores (ACT or SAT).
114
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2. To describe the Fall 1997 prospective freshmen in the Louisiana State University 
College of Agriculture based on the main recruitment strategies employed by 
Louisiana State University’s admissions office and the College of Agriculture 
namely:
a) Mail- - Mail was measured on total number of mail pieces a prospective 
student received from both the university admissions office and the 
College of Agriculture.
b) Financial Assistance- - for the purposes of this study, defined as whether 
a student was awarded financial assistance, the type of financial 
assistance awarded, number of financial awards received by the student 
and the dollar amount attached to each award.
c) Campus visitation programs- - included several specific and general 
programs employed to attract prospective students to campus by the 
university admissions office and College of Agriculture. The strategy 
was measured on two criteria- - if the student was invited or not to the 
program and if the student attended or did not attend the program.
d) Outreach programs- - LSU faculty and staff, College of Agriculture 
faculty and staff, visit communities across Louisiana and in some 
neighboring states. The strategy measured was Explore LSU program 
and Explore LSU programs in which the College of Agriculture 
personnel participated. The variable was measured on two levels. For 
the entire University, if the student was invited or not and if the student
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
116
attended or if the student did not attend the program. At College level, 
the variable was measured on one level, if the student attended or if the 
student did not attend the program.
e) Telecounseling - - for the entire university, the strategy involves having 
LSU Ambassadors from the recruitment team call admitted students for 
personal contact purposes. At College level, Telecounselling is done by 
staff specifically assigned to the function. It was measured on whether 
the student received a call, whether a student answered back the message 
left with the family member and whether a student received no call.
f) Internet- - LSU has established a web page that contains programs 
offered by colleges and departments. Application procedures, and e-mail 
addresses are also provided. A prospective student interested in a 
particular program can initiate the first contact using the Internet. For the 
entire university, data on this strategy was not available. For the College, 
the variable was measured as whether the student initiated the first 
contact using LSU World Wide Web (WWW) home page.
3. To identify the recruitment strategy that had the highest association with the 
College of Agriculture enrollment status among students recruited for admission 
to the college.
4. To establish whether a model existed that significantly increased the researcher’s 
ability to accurately explain enrollment status among the freshmen recruited for
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admission in the College of Agriculture at Louisiana State University during the 
1997-98 academic year.
To accomplish this, the researcher examined the data for the existence o f two 
specific discriminant model accomplishing two different purposes:
a) The first exploratory, discriminant analysis searched for a comprehensive 
explanatory model. This model included all available information and 
was for the purpose of maximizing the researcher’s ability to correctly 
classify subjects on the dependent variable, enrollment status (whether or 
not the recruited students enrolled as freshmen in the College of 
Agriculture). This model included demographic and academic 
information as well as all recruitment activities measured in the study.
b) The second exploratory discriminant analysis searched for a 
comprehensive recruitment model. This model included as independent 
variables only those activities which were specifically designed as 
recruitment activities of the university’s office of undergraduate 
Admissions and the College of Agriculture.
5. To determine the most efficient recruitment model employed by the university 
admissions office and the College of Agriculture during the year of 
investigation, 1997-98 academic year. This involved determining the most 
efficient recruitment model. To accomplish this, the most efficient recruitment 
model was determined. This was defined as the model which included the 
fewest number of recruitment activities while still providing the researcher with
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a model that was both substantively and statistically significant. The 
comprehensive recruitment model was used as a base and all variables meeting 
criteria for substantive significance for both discriminant function coefficients 
and the structure coefficients were selected. A series of discriminant models (3 
factor to 14 factor) were examined for use as the most efficient model.
The target population for this study was defined as all prospective freshmen who 
were recruited to attend the College of Agriculture at LSU in the fall of 1997. The 
accessible population was comprised of fall 1997 prospective freshmen who resided on 
both the undergraduate admissions and the College of Agriculture data bases.
The university undergraduate admissions data base houses all undergraduate 
admissions contacts with students and is based upon a coding system with different 
contacts represented by a series of numbers corresponding to specific recruitment 
contact such as letters, telephone calls and events. The College of Agriculture data base 
equally houses all undergraduate admissions contacts with students and is based upon a 
coding system with different contacts such as: TAger Day, telephone, WWW, and 
attendance at 4-H and FFA functions.
Each sampling unit was comprised of a student who received at least one contact 
from both the LSU admissions office and the College o f Agriculture prior to fall 1997. 
The minimum required sample size for the study was determined using Cochran's 
(1953) sample size formula for categorical data with an a priori established alpha level 
of .05, an acceptable margin error set at 5% and the estimate of the variance in the
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population set at .25 (the most conservative estimate of variance calculated as 
p times q).
A comparison of 1,130 students who resided on the College of Agriculture’s 
contact list of 1997 high school seniors, with the university undergraduate data base 
gave a total o f226 students who met the criteria for inclusion as a member of the 
accessible population. From the accessible population, the actual minimum required 
sample size was determined to be 143 using Cochran’s formula. The initial plan was to 
randomly select the 143 students from the accessible poulation. However, since 
complete data on all the variables for all the subjects in the accessible population were 
obtained, all 226 subjects in the accessible population were included in the study instead 
of the 143 subjects.
A computerized recording form was the main instrument used for data collection 
in this study. Specific variables from both the university undergraduate admissions data 
base and the College of Agriculture admissions data base were selected. The variables 
selected were those that addressed the objectives of the study. A file was established 
into which the variables were systematically copied. The primary criteria of 
recruitment variables studied included: 1) student demographics 2) Mail contact 3) 
Campus visitation programs 4) Outreach programs 5) Financial assistance 6) 
Telecounseling, and 7) use of Internet. Data was collected during the spring and 
summer semesters of 1998 by copying over 70 variables of interest from the university’s 
undergraduate admissions data base and another 29 variables from the College of 
Agriculture’s admissions data base.
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The following is a summary of the major findings o f  this study:
1. The demographic data showed that the majority of the students in the study were 
females (N = 158, 69.6%) while male students were 68 (30.1%). Also, the 
majority of subjects came from the state of Louisiana (N = 175, 77%). The 
states of Texas and Alabama had the highest number of students from out of 
state. For students from Louisiana, the parishes of East Baton Rouge, Jefferson 
and Orleans had the highest number of students in the sample. Students 
attending public schools from the state of Louisiana in the study were the 
majority with 110 (63%) who had attended public schools, while those attending 
private or parochial schools were 65 (37%). The majority of the population was 
white (N =201, 92%). The ACT composite mean was 24.99 while the SAT 
composite mean was 1142.63.
2. The second major finding involved the recruitment strategies employed by the 
university admissions office and the College of Agriculture. This is summarized 
as follows:
a) Mail: The total number of mail pieces sent to prospective students ranged 
from a low of 2 to a high of 15. The highest number of the students in 
the study (N = 15, 16%) received 7 pieces o f mail.
b) Financial assistance: In this study, the strategy was defined as whether a 
student was awarded financial assistance, the type of financial assistance 
awarded, the number of financial assistance awards received and the total 
dollar amount of financial assistance received. The highest number of
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scholarships received by one student was 7(5%). The majority of the 
students in the study (N =154, 68%) received financial assistance. The 
remaining 72 (32%) of the subjects in the study did not receive any form 
of financial assistance from the university. Of the students who received 
financial assistance, the largest group (N = 24, 16%) were in the amount 
range from $ 9000 to $ 9999. The mean amount of financial assistance 
received was $6263.18.
c) Campus visitation programs: This recruitment strategy was operationally 
defined as Preview LSU, Tiger Day, TAger Day and Campus Tours. The 
descriptive findings show that, the majority (N = 162, 72%) of the 
students in the study were invited to attend Tiger Day and 38 (17%) of 
the high school seniors attended the program. In the junior year of high 
school, 60 (27%) of the students were invited to attend Tiger Day and 5 
(2%) of the students came to the event. For TAger Day, 48 (21%) of the 
students attended the program. In the case of the Preview LSU program, 
26 (12%) of the subjects were invited to attend the program, and only 7 
(3%) participated in the program. Finally, 48 (21%) of the subjects in the 
study made a tour of the LSU campus.
d) Outreach Programs: This was operationally defined as the Explore LSU 
programs and College of Agriculture outreach programs. The study 
findings showed that the highest outreach program attended was the 
Explore LSU program in the students’ senior year of high school with
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112 (50%) invited and 20 (9%) attending the program. The second 
highest outreach program attended was Explore College program with 17 
(8%) of the subjects having established the initial contact with the 
recruitment personnel from the college during the function. Other 
college outreach programs where the students initiated their first contact 
with the College o f Agriculture recruitment personnel included Local- 
4H, State FFA judging, and Local FFA judging competitions.
e) Telecounseling: The findings showed that 104 (45%) of the students in 
the study either received a call from the University admissions office or 
the College of Agriculture. Another 30 (13%) of the subjects in the 
study answered the message left with a family member. Twenty eight 
(12%) were called but never responded to the message left by the family 
member. The remaining 64 (28%) subjects never received any call.
f) The Internet: This is a fairly new recruitment strategy. Only 2 (1%) of 
the subjects in the study used the Internet to initiate first contact with the 
College of Agriculture. Data relating to Internet use by the university 
admissions office was not available.
3. Objective three was to identify the recruitment strategy that had the highest
association with the dependent variable, enrollment status among the subjects in 
the study. Findings for this objective showed that the strategy, dollar amount 
awarded to a student had the highest correlation with enrollment, r = .48. It was 
also statistically significant at the .001 level.
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4. Objective four was to establish whether a model existed that significantly 
increased the researcher’s ability to accurately explain enrollment status. 
Findings showed that models existed that were both substantively and 
statistically significant. The subjects were correctly classified.
The findings are outlined below by the model type:
a) Comprehensive Model
The comprehensive model with 20 variables was both substantively 
and statistically significant. It explained 49% of the variance and 
correctly classified 85.84% of the cases. Findings also showed that 
there were 21 variables on which the groups were significantly different. 
The highest differences were on the total dollar amount received by the 
student in the form of financial assistance, whether or not the student 
received a scholarship and whether or not the student came from the state 
of Louisiana.
b) Comprehensive Recruitment Model
The comprehensive recruitment model with 15 variables was both 
substantively and statistically significant, explaining 44% of the variance 
and correctly classifying 83.19% of the cases. Like the comprehensive 
model, the greatest differences were on the variables dollar amount 
received by the student, whether or not the student received a scholarship 
and whether or not the student came from the state of Louisiana and 
whether or not the student was awarded a departmental scholarship.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
124
5. Objective five was to determine the most efficient model employed in recruiting 
students during the year of investigation. The findings showed the most efficient 
model determined was both substantively and statistically significant explaining 
39% of the variance and correctly classifying 80.09% of the cases analyzed. 
There were 6 variables that entered the model. Thus, the most efficient model 
was a 6 factor model with the factors, total dollar amount awarded to the student, 
whether or not the student came from the state of Louisiana, whether or not the 
student was awarded a departmental scholarship, whether or not the student was 
invited for Explore LSU during the senior high school year, whether or not the 
student received a tuition honors scholarship, and whether or not the student was 
invited to Preview LSU function entering the model.
Conclusions, Implications And Recommendations 
Based on the findings of this study, the following conclusions, implications and 
recommendations were derived:
1. Substantively and statistically significant models do exist which increase the 
researcher’s ability to correctly classify prospective students on their enrollment status 
at Louisiana State University in the College o f Agriculture. This conclusion is based on 
the following findings: the lowest percentage correctly classified on the most efficient 
model was 80.09%. The comprehensive model correctly classified 85.84% of the cases 
while the comprehensive recruitment model correctly classified 83.19% of the cases. 
Despite the fact that there are several factors that influence the college choice decision 
making process, the models in this study are viable. The comprehensive, the
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comprehensive recruitment and the most efficient models in the study not only identify 
factors that correctly classify the prospective students in the study, but also determine 
the specific students who were correctly classified as enrolled.
The findings of this study support the earlier findings o f Harris (1997) which had 
the lowest percentage of correctly classified cases in the most efficient model at 
71.26%. Although Harris’ (1997) study only investigated recruitment factors employed 
by Louisiana State University admissions office, the current study went a step further 
and investigated recruitment efforts of the College o f Agriculture as well as those 
employed by the university admissions office.
The researcher recommends refinement of the model by replicating the study, at 
smaller units. University admissions office, college recruitment personnel and all 
personnel involved in the recruitment of freshmen should engage in further study of the 
enrollment modeling as a way of improving enrollment management. The science of 
enrollment management is becoming complex and therefore requires more studies of 
this nature to help in explanation and prediction of student enrollment status. The 
College of Agriculture and all other colleges in the university require efficient and 
modem recruitment strategies that will ensure that students who ‘fit” the mission of 
each college are recruited.
The modeling process should be conducted in other colleges at LSU and at the 
departmental level. Since the current findings support those of Harris (1997), it would 
be interesting to see how this model would be interpreted by other colleges, besides the 
College of Agriculture. In addition, departments that engage in other recruitment
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activities not investigated in this study should build on the two models in these studies. 
The present study used the factors employed by the university admissions office and 
those employed by the College of Agriculture to determine the enrollment status o f the 
students in the study. The researcher recommends the application of this modeling 
process at the departmental level as a way of reinforcing the enrollment management 
process. In addition, the researcher recommends that similar colleges within the 
university should employ more sophisticated forms o f enrollment prediction as a way of 
improving enrollment management. Every college needs to establish a data base 
containing all the recruitment activities conducted. Such data can then be used by 
college recruitment personnel to predict student enrollment status. The field of 
enrollment management requires rigorous research that will make a positive 
contribution to the field and ensure effective recruitment of students in colleges.
2. Financial Aid is an important recruitment strategy and has an effect on the 
enrollment status of students. This conclusion is based on the findings that the dollar 
amount awarded to the students in this study had the single highest correlation of any of 
the variables tested(r =.48, n = 226, p < .001). Also, the variable whether or not the 
student received a scholarship, which is still part of financial assistance had a substantial 
correlation with enrollment status ( r = .46, n = 226, p< .001).
This conclusion is also supported by earlier research which showed that financial 
aid has in the past been used by colleges as one of the most effective recruitment 
strategies (Harris, 1997; McPhesonand Schapiro, 1995; Hossier, 1994; Rosiak, 1987; 
Swann, 1987).
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The researcher recommends that directors of financial aid and enrollment 
management professionals who have the responsibility for setting scholarship policy 
should carefully examine financial award process to ensure that financial assistance 
goes to the students who need this assistance. As shown in this study, offering of a 
complete scholarship to a student or several awards to one individual student increases 
the total dollar amount which in turn influences the student’s decision to enroll in the 
college. The highest number of students in the study who received financial aid fell into 
the range of $ 9000 to $ 9999. As established earlier by Harris (1997), the amount of 
monies awarded in the scholarship offer were the best method to recruit high ability 
students. The mean ACT score for the subjects in this study was 24.99 implying that 
the college admits high ability students. It would be interesting to carry out a similar 
study using the 1998 freshmen since all high ability students will be awarded state 
tuition beginning 1998-99 academic year. To better understand how the dollar amount 
awarded to students influences their decision to attend a given college, the researcher 
recommends the need to carry out a qualitative study of students recruited to attend the 
college and awarded financial assistance. This will provide individual information on 
the role financial aid played in influencing student decisions to enroll in the college.
3. The geographic location of the student is an important factor in recruitment. 
Whether or not the student came from the state of Louisiana has an effect on the 
enrollment status of a student. This is based on the findings that the variable state had a 
positive and statistically significant correlation with enrollment ( r = .40, n = 226; 
p<.001). While Harris (1997) did not investigate the variable distance from the
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institution, the findings o f the current study show that 77 % of the subjects came from 
the state of Louisiana.
Since the variable state ( student coming from within state) was highly 
significant in this study, the researcher recommends a qualitative study that will focus 
on the reasons why students from within the state of Louisiana choose to attend LSU.
4. The total number of mail pieces sent by the college to prospective students is an 
important recruitment strategy and has an effect on the enrollment status of a student at 
the college level. This is based on the findings that for both comprehensive and 
comprehensive recruitment models, the variable total number of mail pieces sent by 
college entered the models. In both these models, the variable college mail had a high 
variable difference in the enrolled than in not enrolled group with high standardized 
discriminant function coefficients.
This conclusion is supported by earlier research which established that direct 
mail is one of the most effective recruitment strategies (Affleck, 1991; Sanders and 
Perfetto, 1991; Wheatley, 1987; Rosiak, 1987; Lewis, 1985; Smith, 1985; Porter, 1986). 
Harris (1997) in a more recent study at LSU established that mail was an important 
recruitment strategy at the university level. In this study however, mail sent by 
university admissions office to students recruited by the College of Agriculture was not 
found to be a significant factor. This could be explained by the fact that prospective 
students who establish initial contacts with the college may have more interest in 
contacts from the college (especially dean’s office) instead of the general mail from the 
university admissions office.
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5. Campus visitation programs specially designed for prospective freshmen by the 
College of Agriculture and the university admissions office are essential recruitment 
activities. Despite the fact that attendance to campus visitation programs had lower 
percentages, the variables, Tiger Day senior (17%), Tiger Day junior (2%), TAger Day 
(1%), Tour (21%), and Preview LSU (3%). The variables Tour, Tiger Day senior 
attendance, TAger Day and Preview LSU entered the comprehensive, comprehensive 
recruitment and the most efficient recruitment models.
Also, data presented in summary stepwise discriminant analysis of the models 
show that these campus visitation programs were among the more effective recruitment 
strategies employed by the university admissions office and the College of Agriculture. 
This finding is in agreement with that of Harris (1997); Jones (1991) and Boyer (1987). 
Paulsen (1990) on the other hand established that campus environment and atmosphere 
played a major role in influencing a student to make the decision to join a specific 
university or college. Therefore, given the important role that campus visitation 
programs play in influencing student decision making process, the researcher 
recommends that a study be conducted which will seek to establish from the enrolled 
freshmen how campus visitation and college environment influenced their decision to 
enroll in the university and college. Studies that focus on currently enrolled students 
will help the university and college enrollment personnel in designing and improving on 
their existing campus visitation programs.
6. The Outreach programs conducted by the university admissions office and the
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College of Agriculture are essential recruitment strategies. This conclusion is based on 
the findings that the variables Explore LSU senior year and state FFA judge showed up 
in the discriminant stepwise processes even though the within-group structure 
coefficients are smaller in value. The conclusion is also supported by the earlier 
research which established that the Explore program was a valuable recruitment strategy 
(Harris, 1997; Kajcienski, 1996; MacGowan, 1985; McCune, 1985).
7. Some recruitment activities investigated in this study did not enter the 
stepwise discriminant models and were also not found significant. The factors 
Telecounseling and Internet, though included in the modeling and prediction process to 
test their effectiveness as recruitment strategies did not factor into the structure or 
standardized function coefficients in the stepwise process. Although the variable 
Telecounseling was found significant in an earlier study (Harris, 1997), when it comes 
to college level recruitment o f freshmen, this variable was not significant. This could be 
explained by the fact that at college level, the prospective students have spent their time 
and effort looking for a relevant college. By the time a telephone call is received, the 
students already have enough information about the college. Also, the variable 
Telecounseling in itself has not been fully studied (Erdmann, 1990, Martin & Moore, 
1991).
Recruitment via the Internet is equally a new phenomenon in the field of college 
recruitment. This variable tends to be impersonal as there is no direct personal contact 
with the prospective student (Stoner, 1996). The researcher however recommends for
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further study that will explore the effectiveness of using Telecounseling and the Internet 
in recruiting students.
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- - defined as the name used by the student.
- - Social security number as identified by the prospective student
- - the race identified by the student; the choices included:
Black, Non -Hispanic 
American Indian, Alaskan 
White, Non-Hispanic 
Asian, Pacific Islander 
Hispanic
Refused to identify 
Unknown
- - Gender identified as Male or Female.
- - the high school identified by the student as their school of 
graduation.
- - the state of residence as identified by the student and 
confirmed by LSU.
- - the zip code of the state of residence and address of the student
- - identification of whether a parent was an alumnus or graduate 
of LSU as reported by the student.
- - The initial year of contact with a student.
- - the date of initial contact.
- - the high school graduation year of the student.
- - American College Test Composite Score.
- - Scholastic Aptitude Test Composite Score
- - Whether or not student applied for admission to the Office of 
Undergraduate Admissions.
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15. ADMIT - - the status code of a student who has been “Admitted” as a 









- - the status code of a student who has “enrolled” at LSU and 
designated as “Y” for enrolled and “N” for not enrolled.
- - an invitation sent to a student in their senior year of high 
school to Tiger Day.
- - a designation that student has attended the Tiger Day program 
in their senior year of high school. A letter is sent to these 
students
acknowledging their attendance
- - an invitation sent to a student in their junior year of high 
school to Tiger Day.
- - a designation that student has attended the Tiger Day program 
in their junior year.
- - an invitation sent to a student in their senior year of high 
school to attend an “Explore LSU” program in Louisiana
- - a designation that a student has attended has attended the 
“Explore LSU” program in Louisiana in their senior year of high 






- - an invitation sent to a student in their junior year of high 
school to attend an “Explore LSU” program in Louisiana.
- - a designation that a student has attended the “Explore LSU” 
program in Louisiana in their junior year of high school. A letter 
is sent to these students acknowledging their attendance.
- - an invitation sent to a student in their senior year of high 
school to attend an “Explore LSU” out of state.
- - a designation that a student has attended the “Explore LSU” 
program out of state in their senior year of high school. A letter 
is sent to these students acknowledging their attendance.













- - an invitation sent to a student in their junior year of high 
school to attend an “Explore LSU” program out of sate.
- - A designation that a student has attended the “Explore LSU’ 
program out of state in their junior year o f high school. A letter is 
sent to these students acknowledging their attendance.
- - an invitation sent to a student in their senior year of high 
school to attend an “Explore LSU” program for minority students 
in New Orleans or Baton Rouge.
- - A designation that a student has attended the “Explore LSU” 
program for minority students in New Orleans or Baton Rouge. A 
letter is sent to these students acknowledging their attendance.
- - an invitation sent to a student in their junior year of high 
school to attend an “Explore LSU” program for minority students 
in New Orleans or Baton Rouge.
- - a designation that a student has attended the “explore LSU” 
program in New Orleans or Baton Rouge. A letter is sent to these 
students acknowledging their attendance.
- - an invitation sent to a student between their junior and senior 
year of high school to attend the “Preview LSU” program
- - a designation that a student has attended the “Preview LSU” 
program between their junior and senior year of high school. A 
letter is sent to these students acknowledging their attendance.
- - an invitation to attend a reception for scholarship eligible 
students in their senior year in New Orleans or Baton Rouge.
- - a designation that a student has attended a reception for 
scholarship eligible students in their senior year of high school 
in New Orleans and Baton Rouge. A letter is sent to these 
Students acknowledging their attendance.
- - a designation that a student has participated in the campus tour 
session designated by the office of undergraduate Admissions. 
The activity involves an information session and a student-guided 
tour of campus. A letter is sent to the students who participate 
asking them to evaluate their experience.
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38. RALLY - - a designation that shows a student has attended the State
Literary Rally at some point in their high school career. A letter 
is sent acknowledging their honor in participating in the event.
39. REPLY - - Student filled out a card to get more information about LSU
40. SCIFAIR - - a designation that shows a student has attended the state the
State Science Fair at some point in their high school career. A 
letter is sent acknowledging their honor in participating in the 
event.
41. ACTPKT - - a packet of introductory information sent to students who send 
their ACT scores to LSU. The letter is tailored to the level of 
score and age of the student.
42. SATPKT - - a packet of introductory information sent to students who send 
their SATscores to LSU. The letter is tailored to the level of 
score and age of the student.
43. EOSPK.T
44. PSATPKT
- - a packet of introductory information sent to students whose 
names are purchased from the ACT corporation. The letter is 
tailored to the level of the score and age of the student.
- - a packet of introductory information sent to students whose 
names are purchased from the College Board. The letter is 
tailored to the level of the score and age of the students.
45. TIGERCALL - - a designation that the student received a phone call from an 
LSU Ambassador. A letter acknowledging the phone contact is 
also sent.
46. TIGMESS - - a designation that a message was left with the family member
or on an answering machine for the prospective student from an 
LSU Ambassador. A letter acknowledging the phone contact is 
also sent.
47. TIGMAIL - - the designation for the number of mail pieces received by a
student. If a student is not reached on the first attempt, a letter is 
sent. However, the LSU Ambassador still attempts to call the 
student again and in this way, a student could receive more than 
one mail contact for this recruitment strategy.
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48. SCHOLAR - - a designation that a student was awarded a scholarship- 





- - Number of scholarship awarded to individual student
- - the dollar amount of the scholarship awarded.
51. PELL - - Federal Pell grant
52. SEOG - - Supplemental Educational opportunity grant
53. CWSP - - College work Study
54. PLUS - - Parent loan for undergraduate students
55. STAF - - Subsidized Stafford loan
56. UNSB - - Unsubsidized Stafford loan
57. CSAP - - Chancellor’s student aid
58. HACTVA - - High school activity award
59. CLEA - - Chancellor’s leadership scholarships
60. ALMN - - LSU alumni association scholarship(Top 100)
61. CHAN - - Chancellor’s alumni association
62. NMSC - - National Merit scholarship
63. TUITION - - Tuition, room or board award
64. DSCS - - Departmental scholarship
65. STAP - - Tuition assistance program
66. THONORS - - Tuition Honors scholarship(Top 5%)
67. SVRS - - State Vocational Rehabilitation Scholarship
68. ROCK - - Rockfeller scholarship
69. OTHR - - Any private/outside award
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70. NAMR - - National Merit corporate award
71. STATE - - Whether or not the student came from within the state o f
Louisiana
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APPENDIX B
VARIABLES USED TO DEFINE RECRUITMENT CONTACTS BY COLLEGE
OF AGRICULTURE (LSU)
1. GUIDES- - recruiting brochure used by College of Agriculture. A letter is sent 
to the student by College of Agriculture.
2. ACT TPS - - names obtained from ACT test bank. A letter is sent to the student 
from College of Agriculture.
3. ADMLIST - - newly admitted LSU College of Agriculture students. A letter is 
sent to the students from the College of Agriculture.
4. EXPINVT - - invited to attend LSU explore. A letter from the College of 
Agriculture is sent to these students acknowledging their attendance.
5. CAMPUSVST - - came to campus for a visit. A letter from the College of 
Agriculture is sent to these students acknowledging their visit.
6 . National FFA - - contacted at National Future Farmers of America convention 
by College of Agriculture recruiters. A letter from College of Agriculture is sent 
to the student.
7. Explore Alexandria - - student contacted by College of Agriculture recruiters at 
an explore LSU program in Alexandria. A letter from the College of Agriculture 
is sent to these students acknowledging their attendance.
8. Explore Texas- - student contacted by College of Agriculture at an explore LSU 
program in Texas. A letter from the College of Agriculture is sent to these 
students acknowledging their attendance.
9. 96 FFA judge - - student contacted through FFA judging contests by College of 
Agriculture recruiters. A letter from the College of Agriculture is sent to the 
student.
10. Preview LSU- - student invited and attended preview LSU program. A letter 
from College of Agriculture is sent to the students acknowledging their 
attendance.
11. 96 4-H short course - - student invited and attended 4-H short course. A letter 
from College of Agriculture is sent to the students acknowledging their 
attendance.
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12. Co-op '95 - - student contacted through co-operative camp. A letter from 
College of Agriculture is sent to the student.
13. Explore Shreveport - - student contacted through explore LSU Shreveport 
program. A letter from College of Agriculture is sent to the students 
acknowledging their attendance.
14. Admissions - - obtained student name from LSU admissions office. A letter 
from College of Agriculture is sent to the student.
15. Contact person - - Student contacted through an alumni, parent or any other 
contact person. A letter from College of Agriculture is sent to the student.
16. Explore Slidell - - student contacted during explore LSU trip slidell. A letter 
from College of Agriculture is sent to the students acknowledging their 
attendance.
17. Houma Explore - - student contacted during the Houma explore LSU trip. A 
letter from College of Agriculture is sent to student.
18. Explore De Ridder - - DeRider explore LSU trip. A letter from College of 
Agriculture is sent to the student.
19. Livestock show 199 - - contacted during the Livestock show. A letter from 
College of Agriculture is sent to the student.
20. Follow up letter - - student sent follow up letter by College of Agriculture after 
initial contact.
21. Tager Day 97 - - student invited and attended Tager day. A letter from College 
of Agriculture is sent to the students acknowledging their attendance.
22. WWW letter - - letter via world wide web is received from student. A letter 
from College of Agriculture is sent to the student acknowledging receipt of his 
or her letter.
23. State FFA judging--contacted during state FFA judging. A letter from College 
of Agriculture is sent to the students acknowledging their attendance.
24. Local 4-H contact person- - Student contacted through the following locla 4 - H  
functions:
Clinton 4-H
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St. James 4-H 
West Baton Rouge 4-H 
Tensas 4H 
Vermilion 4H 96
25. Local FFA contact - - Student contacted through local FFA functions by college 
recruiters.
26. Other personal Contact - - Student referred by any other person to the College.
27. COLMAIL - - the total number of mail pieces sent to the prospective students by 
the Collge of Agriculture.
28. EXPLORE - - all College of Agriculture programs held in Shreveport, 
AIexandria,Texas, Slidell, Houma and De Rider.
29. FFAJUDG - - Students contacted during the state FFA judging competitions by 
College of Agriculture personnel.
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APPENDIX C
PERMISSION TO ACCESS TO INFORMATION IN THE UNIVERSITY 
UNDERGRADUATE RECRUITMENT DATA BASE
Fredrick Muyia Nafukho 
Louisiana State University 
School o f Vocational Education 
142 Old Forestry Building 
Baton Rouge, LA 70803
December 22,1997
Dr. Allison B. Harris, Dean 
Undergraduate Admissions 
Louisiana State University 
110 Thomas Boyd Hall 
Baton Rouge, LA 70803
Through
Dr. Michael F. Burnett, Director 
School of Vocational Education
RE: REQUEST FOR PERMISSION TO ACCESS TO INFORMATION IN
THE UNIVERSITY UNDERGRADUATE RECRUITMENT DATA BASE
Dear Dr. Harris:
I am a graduate student pursuing a doctoral degree in the School of Vocational 
Education.
I am interested in carrying out a study for my dissertation entitled: “Factors Determining 
University Enrollment Status of High School Students Recruited to attend Louisiana 
State University College of Agriculture.” The primary purpose of the study is to 
determine the influence of university and college recruitment efforts on the enrollment 
of high school seniors as freshmen. Associate Dean James W. Trott of the College of 
Agriculture is aware of and in support of this study in line with a recommendation in 
your doctoral dissertation which focused on Louisiana State University’s recruitment 
efforts.
To accomplish my study objectives, access to information in the university’s 
undergraduate recruitment data base will be essential. A list of students recruited by the 
College o f Agriculture will be formulated, and the specific information I need will
148
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include university recruitment efforts regarding theses same students. These students 
will be from the group of high school seniors who graduated at the end o f the 1997 
academic year(May or June) and were recruited to attend LSU by either the College of 
Agriculture or the University Admissions Office or both.
The anonymity of these students will be carefully protected, and at no time will 
specific information regarding any student be accessible by anyone other than my major 
professor (Dr. Michael F. Burnett) and myself. Individual identifying information will 
be used only to match the data in the College and University data bases.
If any additional information is needed, please contact me at 338-0499 or Dr. 
Burnett at 388-5748. Thank you for your interest in and support of this project. I look 
forward to hearing from you.
Sincerely,
Fredrick Muyia Nafukho
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APPENDIX D
PERMISSION TO ACCESS TO INFORMATION IN THE UNIVERSITY 
UNDERGRADUATE RECRUITMENT DATA BASE-A REPLY FROM THE
DEAN
L o u i s i a n a  S t a t e  U n i v e r s i t y
Office o f Undergraduate Admissions
January 6 , 1998
Mr. Fredrick Muyia Nafukho 
Louisiana State University 
School o f  Vocational Education 
142 Old Forestry Building 
Baton Rouge, LA 70803
Dear Mr. Nafukho:
I am writing to notify you that I have approved your request to access files in the 
Undergraduate Admissions Data Base for information for your doctoral dissertation. 
Your study is important to the College of Agriculture as well as to the University and I 
wish you the greatest success as you work on it.
Your contact in this office will be Cindy Bloc. I am notifying her by copy o f this letter 
that you will be discussing your requirements with her. Good luck and please let me 
know if  you need any additional information.
Sincerely, .
Lisa B. Harris 
D ean-
c Dr. Michael Burnett 
Ms. Cindy Bloch
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APPENDIX E
PERMISSION TO ACCESS TO INFORMATION IN THE UNIVERSITY 
UNDERGRADUATE RECRUITMENT DATA BASE-A REPLY
Fredrick Muyia Nafukho 
Louisiana State University 
School of Vocational Education 
142 Old Forestry Building 
Baton Rouge, LA 70803
January 16,1998
Dr. Allison B. Harris, Dean 
Undergraduate Admissions 
Louisiana State University 
110 Thomas Boyd Hall 
Baton Rouge, LA 70803
Through
Dr. Michael F. Burnett, Director 
School of Vocational Education
REF: REQUEST FOR PERMISSION TO ACCESS TO INFORMATION IN
THE UNIVERSITY UNDERGRADUATE RECRUITMENT DATA BASE
Dear Dr. Harris:
I am writing to acknowledge receipt o f you letter dated January 6, 1998. Thank 
you very much for approving my request to access files in the Undergraduate 
Admissions Data Base for my doctoral dissertation.
I look forward to working with my contact person Cindy Bloch as indicated in 
your letter. In case I need any additional information, I will be back in touch with you. 
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APPENDIX F
INFORMATION ON FINANCIAL AID PROVIDED TO FALL 1997 
FRESHMEN RECRUITED BY THE COLLEGE OF AGRICULTURE
Fredrick Muyia Nafukho 
Louisiana State University 
School of Vocational Education 
142 Old Forestry Building 
Baton Rouge, LA 70803
October 16,1998
Kathleen M. Sciacchetano, Director 
Office of Student Aid & Scholarships 
Louisiana State University 
208 Coates Hall 
Baton Rouge, LA 70803
Through
Dr. Michael F. Burnett, Director 
School of Vocational Education
Through
Dr. James W. Trott, Associate Dean 
College o f Agriculture
RE: REQUEST FOR INFORMATION ON FINANCIAL AID PROVIDED TO
FALL 1997 FRESHMEN RECRUITED BY THE COLLEGE OF 
AGRICULTURE
Dear Dr. Sciacchetano:
I am a graduate student pursuing a doctoral degree in the School of Vocational 
Education. I am interested in carrying out a study for my dissertation entitled: “ Factors 
Determining University Enrollment Status: The Case of High School Students Recruited 
to attend the Louisiana State University College of Agriculture.” The primary purpose 
of the study is to determine the influence of university and college recruitment efforts on 
the enrollment of high school seniors as freshmen. By his signature above Associate 
Dean James W. Trott has confirmed that the study is being conducted in conjunction 
with the College of Agriculture here at LSU. The College of Agriculture has sanctioned
152
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this study since it will have potential implications for recruitment operations within the 
College. In addition, this study is in line with a recommendation in Dr. Lisa Harris’ 
doctoral dissertation which focused on Louisiana State University’s recruitment efforts.
Financial aid has been determined by past studies, including Dr. Harris’ study 
here at LSU, to be an important recruitment activity employed by university admissions 
offices. To accomplish my study objectives, I need information on the financial aid 
awarded to applicants for admission to LSU for the Fall, 1997 semester. These students 
will include only those recruited by the College of Agriculture at LSU and will be 
restricted only to students who graduated from high school at the end of the 1997 
academic year(May or June 1997). I specifically need information on the number of 
awards made to each student and the dollar amount o f each award.
The anonymity of these students will be carefully protected, and at no time will 
specific information regarding any student be accessible by anyone other than my major 
professor (Dr. Michael F. Burnett) and myself. Individual identifying information will 
be used only to match the data in the College, University admissions, and financial aid 
databases.
If any additional information is needed, please contact me at 338-0499 or Dr. 
Burnett at 388-5748. Thank you for your interest in and support of this project. I look 
forward to hearing from you.
Sincerely,
Fredrick Muyia Nafukho
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APPENDIX G
APPLICATION FOR EXEMPTION FROM INSTITUTIONAL OVERSIGHT
Fredrick Muyia Nafukho 
Louisiana State University 
School of Vocational Education 
142 Old Forestry Building 
Baton Rouge, LA 70803 
July 10, 1998
Dr. Richard A. Nelson 
Associate Dean
Manship School of Mass Communication 
Louisiana State University 
221-B Journalism Building 
Baton Rouge, LA 70803
Through
Dr. Michael F. Burnett, Director 
School of Vocational Education
RE: APPLICATION FOR EXEMPTION FROM INSTITUTIONAL
OVERSIGHT
Dear Dr. Nelson:
I am a graduate student pursuing a doctoral degree in the School of Vocational 
Education. I am interested in carrying out a study for my dissertation entitled: “Factors 
Determining University Enrollment Status: The Case of High School Students Recruited 
to attend Louisiana State University College of Agriculture.” The primary purpose of 
the study is to determine the influence of university and college recruitment efforts on 
the enrollment of high school seniors as freshmen.
I have leamt that you are a member of the Institutional Review Board (IRB). 
Since you are most familiar with the nature of my study, I would like to request you to 
review my application for exemption from institutional oversight. I have attached a 
brief project protocol and a list o f the variables to be copied from the university 
undergraduate and College o f Agriculture data bases.
If any additional information is needed, please contact me at 388-3679 or Dr. 
Bumett at 388-5748. Thank you for your interest in and support of this project. I look 
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VITA
Fredrick Muyia Nafukho obtained a bachelor of education degree in Business 
Education and Economics in 1988 and a master of education degree in 1993, both from 
Kenyatta University, Kenya. He will receive his Degree of Doctor Philosophy in 
Vocational Education in December, 1998, with a special emphasis in the field of Training 
and Development/Human Resource Development, from Louisiana State University
He was appointed to a lecturer position by Moi University in 1994. His work as a 
lecturer involved teaching, assessing students on teaching practice, supervision of 
master’s students’ projects and conducting research. Before joining Moi University, he 
worked as a lecturer in Business Education at Highridge Teachers College, as an 
Economics and Statistics Lecturer at FCK College Kaimosi, Kenya, as a teacher of 
Economics and Accounting at Allidina Visram high school
Nafukho has published over forty articles and book reviews in Economics of 
Education, Training and development. Financing Higher Education, Internal and 
External Efficiency of Universities and Entrepreneurship in reputable journals such as 
Journal o f  Sm all Business M anagem ent, Journal o f  International Agricultural and  
Extension Education , Journal o f  Third W orld Studies, Journal o f  Eastern African  
Research and  D evelopm ent and M aseno Journal o f  Education Science and Arts. He has 
written several seminal articles pertaining to economics of education in Kenya, won 
several research grants and presented papers at academic conferences. He won a 
Fulbright Scholarship in July 1996 that enabled him to enroll in a doctoral program at 
L.S.U. He hopes to remain active in teaching, research and consultancy
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